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Master Bertram Birch. Master of the rod, the scowl, but not his 
temper. He got attention but petrified pupils. 

Have you a message for boys and girls? You can get their atten- 
tion and their favorable regard by wise use of your public relations 
films. Let MODERN explain how. 

Schools are unquestionably the ideal setting to reach young 
people in their most receptive mood. Your factual films gain added 
conviction when shown in class, because students tend to accept 
as fact what they are taught in school. Good business films are 
welcomed back by teachers year after year. (Procter & Gamble’s 
SCRUB GAME has been distributed by MODERN to schools for 
12'% years ... has been viewed by 11,976,000 boys and girls.) 
MODERN can reach 53,000 schools with your films: elementary 
schools; junior, senior and vocational high schools; public and 
parochial schools; prep schools, girls’ schools, military academies 
— wherever Youth is educated. 

After school hours, MODERN continues to insure your access to 
‘he attention of Young America. We’ll present your films on the 

ograms of Hi-Y’s, 4-H Clubs, boys’ athletic clubs, F.F. A.’s, 

1CA’s and YWCA’s, troops of Boy and Girl Scouts, in summer 
camps, at young folks fellowships in the nation’s churches — every- 
where Youth gathers socially. 

For mass national coverage of the Youth Market, we’ll have 
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your film booked as a short subject in most of the nation’s 17,800 
theaters .. . have it telecast on many of the 529 TV stations. In 
clubs and schools alone in 1957, MODERN arranged showings of 
our clients’ films to 43,683,277 boys and girls. Millions more 
viewed over TV and in theaters. If you have a film about a product, 
service or idea for young people, trust it to MODERN and young 
people will see it. 





MODERN provides the audience for your public relations films 





New York PL 8-2900 Detroit TE 2-4211 Pittsburgh GR 1-9118 
Los Angeles MA 9-2121 San Francisco YU 2-1712 


SALES 
OFFICES | Chicago DE 17-3252 





ASK ANY 
CARAVEL CLIENT... 


Allied Stores Corporation 
American Bible Society 
American Can Company 
American Heart Association 
Associated Merchandising Corp. 
Berkshire Knitting Mills 
Bethlehem Steel Company 
Godfrey L. Cabot, Inc. 
Calvert Distillers Company 
Cluett, Peabody & Co., Inc. 
General Fireproofing Co. 
J.C. Penney Co., Inc. 

Royal McBee Corporation 
Socony Mobil Oil Co., Inc. 
Towmotor Corporation 
Towle Manufacturing Co. 


. and many others 














PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS 





The Shortest Distance Between 


2 Points Is a STRAIGHT LINE 


There are many ways to bring new sales ideas and product information to the person 
behind the counter. Some are round-about and ineffective, losing force and sales appeal 
at each step. But one sure way is film . . . straight line-direct and economical . 4 
film that delivers the full force of the idea—that enthusiastically explains the product 
This is the most effective tool a sales manager can have. 

Caravel has been making straight line films for over a quarter century—films created by 
expert craftsmen to the needs of individual clients in dozens of industries. We invite 


you to view one or more of these films and find out foi 


either in your office or ours 
yourself how they were made to deliver the full force of management planning to the 


salesman and the customer. 


CARAVEL FILMS, INC. 


20 West End Ave. (6GOth St.) New York 23, N.Y. Cl 7-6110 
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for eee magnificent color processing 


and sensational service 
on our latest film presentation 


OUR CANADIAN GROCER—1958 


20 minutes...35mm Eastmancolor 


Scripted, produced and delivered in 
19 days to meet a deadline 


produced by 


MERIDIAN FILMS LID. 


Julian Roffman Ralph Foster 





At The Meridian Studio * 1202 Woodbine Avenue * Toronto, Canada 
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is Purely Altruistic 


For Illinois Bell Telephone, Wilding created and 
produced a neat combination of entertainment 
and education in the Eastman Color motion 
picture “Illinois Holiday.” It takes the viewer 
on a tour of scenic state parks and monuments 
of high historical interest tracing the growth of 
the state. Practically every inch of hallowed 
ground is covered. Primarily in the public interest, 
the name of Illinois Bell is never mentioned in 
the story, nor does a telephone ever appear 


on the scene. 





Wilding Specializes in Communicating 
Ideas Through Visual Tools that Teach, 
Startle, Challenge, Persuade and Tell. 








CHICAGO 








DETROIT 
NEW YORK 


CLEVELAND 


WILDING PICTURE PRODUCTIONS, INC. 


CINCINNATI . 


PITTSBURGH first in Communications /or 4us.ness 
TWIN CITIES 


LOS ANGELES 











PICTURES 
CHANGE 


AUTOMATICALLY 


Pictures change automatically, always on cue, 
when you use the DuKane Micromatic 
sound slidefilm projector for selling or for 
training. No beeps, clicks, or bongs. . . film 
advance is triggered by a silent 30/50 cycle 
impulse cut right into the record. No film 
rewinding — DuKane’s ‘“‘Redi-Wind”’ does it 
for you, automatically! Built-in ‘“‘shadow-box”’ 
screen, plus plenty of power for big-screen 
projection. 


also from D uKanw Ee 


dynamic salesmanship 
in an attaché case 


























Unique DuKane Flip-Top puts 
dramatic hard-sell power in a 13-lb. 
package! Ideal for desk-side 
presentations. No set-up fuss, no 
room darkening. Startling clarity in 
color or black-and-white filmstrip, 
plus top voice fidelity. 


For a demonstration at your own desk, write or wire 


i 

"e Cerperatic Pept. ©S-efa. St. Chartes, Ilinois | 
| am interested in learning more about DuKane sound slidefilm projectors | 
particularly the Fliptop the Micromatic | 
NAME | 
COMPANY | 
ADORESS | 
city 





STATE 








BUSINESS SCREEN 


ERNATIONAL BUSINESS JOURNAL OF AUDIO & VISUA 


AT 1 F K NDUSTRY ED CATION AND TE 


preview of contents 





ANA Develops Handy Chart for Film Postal Rates. . . 6 
The News of Films in Medicine: U.S. and Abroad..... 12 
NBC-Monitor Salutes Audio-Visual Education... ... 26 
Atomic Energy on the Screen: the Geneva Program 29 
A Helping Hand for Medicine: Julie on the Job.... 30 
A New Look at Productivity: //04 Sutton Road 31 
Counter Attack on Retail Sales.......... , 32 
Right Dress: a Key to Business Success........ 32 
More Time for Selling: Those Solid Gold Hours. 33 
Anniversary at Audio: a 25th Birthday Party. . . 34 
The U.S.A. at Brussels: A Test of Arms... .. 36 
Sponsored Pictures at the Festivals and Fairs... . 37 
Exhibit Report from Brussels by Charles Schwep... . 39 
The New Age of Architecture: Film Preview...... .. 39 
Designed for Business: the Barbre Studio........ 40 
18th National Audio-Visual Convention........ 42 
Visa to Dairyland: U.S.A.—a Preview Report....... 47 
1.A.V.A. Gets an Anthem: That's Communication. . 54 
A Film Guide for Management: Six Page Feature 59 


PLus: THE NATIONAL DiRECTORY OF A-V DEALERS 


Office of Publication: 7064 Sheridan Road, Chicago 26 


IN NEW YORK CITY 
Robert Seymour, Jr., Eastern Manager: 489 Fifth Ave. 
Riverside 9-0215 +* MUrray Hill 2-2492 


IN HOLLYWOOD 
Edmund Kerr, Western Manager, 104 So. Carondelet 
Telephone: DUnkirk 7-2281 
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@) CASE HISTORY OF A 
SUCCESSFUL BUSINESS FILM * 
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“YOUR SAFETY FIRST” 


An Animated Motion Picture in Color 


Written and Produced for the AUTOMOBILE MANUFACTURERS ASSOCIATION 


Silver Reel Award, American Film Assembly — 1957 


\ 7,467 NON -THEATRICAL‘ SHOWINGS AUDIENCE: 523,925 
| 314 TELEVISION SHOWINGS AUDIENCE: 25,031,934 


(DURING A 15 MONTH PERIOD) 





John Sutherland Productions, Incorporated 





LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California OUnkirk 8-5121 New York 22, New York Plaza 5-1875 
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The Audio-Visual Committee, ANA, prepares 


A Chart of New A-V Postal Rates 


a FACILITATE shipment of 


audio - visual materials under 
the recently-revised U.S. Postal 
Rates, a special sub-committee of 
the Audio-Visual Committee, As- 
sociation of National Advertisers 
has just completed the comprehen- 
sive, copyrighted chart presented 
below. The accuracy of the chart 
was checked with the Post Office 
Department and was characterized 
as well presented for quick refer- 
ence. 

Members of this special commit- 
tee, chairmanned by Willis H. 
Pratt, Jr., American Telephone & 
Telegraph Co., were Frederick 
Beach, Remington Rand Division, 
Sperry Rand Corp.; Eyre Branch, 
Standard Oil Company (New Jer- 
sey); John Flory and Thomas W. 
Hope, Eastman Kodak Company; 
and Frank Rollins, E. R. Squibb 
& Sons Division, Olin Mathieson 


Chemical Corp. This exclusive 
BUSINESS SCREEN reprint is by spe- 
cial permission of the Audio-Visual 
Committee, Association of Na- 
tional Advertisers, Inc. 

Copies of the new chart are 
available at 5¢ each (minimum 
order 50¢) from A.N.A. Head- 
quarters, 155 East 44th Street, New 
York 17, N. Y. 

Members of the Audio-Visual 
Committee are also engaged in a 
number of other studies for the 
benefit of A.N.A. members on such 
subjects as “The Use of Business 
Films on Television”; “Case Ex- 
amples of Successful Film Pro- 
grams”; “A Bibliography of Ad- 
vertising and Public Relations 
Films”; and a study of the “Dis- 
tribution of Audio-Visual Ma- 
terials.” These studies will be pub- 
lished in report form for inclusion 
in an Audio-Visual Handbook. & 


Educational aid by United Fruit Company, one reason- 


“Why the Kremlin Hates Bananas” 


Sponsor: United Fruit Company. 


TITLE: Why the Kremlin Hates 
Bananas, 11 min., Technicolor, 
produced by John Sutherland 
Productions, Inc. 


Bulwarks against the spread of 
communism in Central America 
are the church and private invest- 
ments from the United States and 
elsewhere — investments which 
keep the banana plantations pro- 
ductive. 

The United Fruit Company su- 
pervises the growing, harvesting 
and marketing of most of the 
“banana republics’” crops. In its 
new film, the company shows how 
private business enterprises can 
benefit the countries in which they 
operate. 

As public relations information 
aimed at theatre and group audi- 
ences, the film shows one of the 








7 Pie 
Soil Test at He 


mnduras school 


most successful “investments” by 
private enterprise in Central 
America — the Pan-American 
School of Agriculture in Honduras. 
Supported almost entirely by 
United Fruit Company, this school 
takes boys from all the Central 
American countries, some 150 a 
(CONT'D ON FOLLOWING PAGE) 


NEW POSTAL RATES FOR CERTAIN AUDIO-VISUAL MATERIALS: EFFECTIVE AUGUST 1, 1958* 


*Public Law 85-426 enacted May 


1958. Note: all underlined items 


are the changes in the new law from the old. 


CLASSIFICATION 


I. “EDUCATIONAL MATERIALS” 





- 16mm films 

- 16 mm film catalogs 

- Phonograph recordings 

- Printed music 

. Printed objective 
test materials 

- Manuscripts for books, 
periodicals,and music 





eonoaoce 





" 








II. “LIBRARY MATERIALS" 





LO mm films 
. Filmstrips 
c. Projected transparen- 
cies and slides 
ad. Microfilms 
- Sound recordings (in- 
cluding magnetic tape) 
f. Catalogs of these 
materials (1 to 5) 
above 
@- Printed music 
h. Bound volumes of 
academic theses or 


periodicals 
. oa recordings 


dj. Other library materials 


ce 
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BY OR TO WHOM SHIPPED 


This chart Copyright July, 1958 by the Audio-Visual Committee, Associ- 


ation of National Advertisers, Inc. 








thrulf) qualify for the regular 


LIMITS OF SHIPMENT 





Anywhere in the 
U.S.A. 


theaters 


Anywhere in the 
U.S.A. 


DOMESTIC 
POSTAL RATE 
lst lb.-‘ All items may be sent to or 
ch additional from: 
IIb. or fraction 
thereof - 5¢ A. Any person 
a 2 B. Any organization or 
(Formerly - company except com- 
¢ & 4) mercial 
lst lb.-Kg¢ "Library Materials” items (a) 
Each additional 
b. or frac- 


tion thereof-l¢ 


postal rate whenever mailed to 
or from any of the following 
non-profit organizations. 
Items (g) thru (j) qualify for 
this postal rate only when 
mailed on loan or exchange be- 


mailed.) 


tween these organizations 
themselves, or between organ- 
izations and their readers, 
members, or borrowers. 


- Schools 
- Colleges 


vow, 


- Universities 

- Public Libraries and 
1. Religious Org. or Assn. 
2. Educational " " sa 


(Formerly restricted 
to local delivery, 
first three zones, 
or to state in which 


PARCEL MARKING 


Parcel should be 
marked: 





EDUCATIONAL MATERIALS 





(Formerly marked 
"Book Rate, Sec. 
34.84 (h), P.L. & R.") 


Parcel should be 
marked: 





LIBRARY MATERIALS 





(Formerly marked 
"Library Book Rate, 
Sec. 34.83 (e), 
P.L. & R.") 


- Oniy positive prints in final form processed 
for viewing can be shipped under these rates. 


example: 


3. Scientific “ " 4 
4. Philanthropic" " 
5. Agricultura] " " . 
6. Labor sheik a 
7. Veterans ss Wi 3 e 
8. Fraternal ce . 


To assist your post office we suggest that 
you list the name of the organization first, 
followed by the name of the individual. For 


Eldorado High School 
Attn: Mr. Hawkins, Supt. 
Eldorado, Kansas 


If any difficulty is encountered in sending 
at the new rates any of the Audio-Visual 


materials listed on this chart, which weigh 
under 16 ounces, it is recommended that the 
local postmaster concerned be requested to 
secure an official ruling on the question 
from the Post Office Department in Washington. 


BUSINESS 
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For ANY or ALL Producer Services 
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For information and 
quotations on ANY or ALL 
of these Producer Services, 
write, phone or wire ... 


by a °) a8 laboratory 


1226 Wisconsin Ave., N.W., Washington 7, D.C. 
FEderal 3-4000 
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For lémm. Film 400° t 
Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 
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2000’ Reels 


UF's Youth Program: 
(CONT'D FROM PRECEDING PAGE) 


year, and gives them a three-year 
ll-expenses-paid course in trop!- 
cal agriculture 

[he picture explains why the 
outh training and gene-a! im- 

yvement program carried on by 

Linited Fruit Company is op- 
posed by the Communists. 

Not many of the school’s grac 
ites go to work for United Frutt 
Most of them go into private farm- 
ine or work in the agriculture de 
partments of their own countries, 
or teach other students agricul- 
ture. At the “work and learn” 
chool, the boys spend their morn- 
ings in the fields, their afternoons 
in the classroom 

In addition to the agricultural 
knowledge being disseminated 
throughout the Central American 
countries, important by-products 
are a working knowledge of de- 
mocracy and friendships formed 
between boys from the many dif- 
ferent and sometimes warring na- 
tions of Central Amecica. 

Communism breeds in poverty, 
distrust, dissatisfaction, ignorance 


~ ame 
uve Pa 


723 SEVENTH AVENUE 


of the positive potentials of capi- 
talism. An enlightened company- 
sponsored program which builds 
prosperity for a country and edu- 
cates the country’s youth in the 





Sutherland crew on location in 
ti nduras for { nited Fruit Co. 


advantages of private enterp:ise— 
while operating the country’s boun- 
tiful plantations — is the reason, 
the film says, Why the Kremlin 
Hates Bananas. 


For More Film Information 


For information on the film’s 
availability, contact: United Fruit 
Company. Pier 3, North River, 
New York, N.Y. Led 


NEW YORK 19, N 
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Film Story of Nixon’s Visit 
to Latin America Released 

The U. S. Information Agency 
has released a three-reel documen- 
tary film, Vice President Nixon 
Visits Latin America, for showings 
overseas. 

It shows the generally friendly 
reception accorded the Vice Pres- 
ident and Mrs. Nixon during much 
of their goodwill tour of eight 
Latin American nations earlier 
this year, but also includes scenes 
of Communist-inspired violence 
ind demonstrations in Peru and 
Venezuela. 

Initially, the film has been pre- 
nared in Spanish and Portuguese 
for exhibition in Latin America. 
Later it will be put into other 
‘onguages for world showings. 

a ok * 
Animation, Inc., Moves to 
Larger Chicago Offices 

Animation, Inc., Hollywood, 
California, has moved its Chicago 
office into larger quarters in the 
LaSalle-Wacker Building at 221 
North LaSalle Street. Joe W. Ed- 
wards, Animation’s midwest rep- 
resentative, continues to head the 
Chicago office. Va 
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WHAT KIND OF LIGHTING 
AND GRIP EQUIPMENT 
1 DY Oe 40) OM 9 4 DY, 


be r 





Arcs, inkies, century stands or 
reflectors? What sizes do you 
need? 10,000 watt, 225 amp? 
From the largest arc to the 
smallest inkie, from grip equip- 
1eeX-3eume- pete ume) ae) el mnie mt-30-1-).am D1 © 
generator trucks, you'll find 


it at Challe Kose. 


LIGHTING THE MOTION PICTURE INDUSTRY SINCE 1921 


SALES-RENTALS-SERVICE 


333 West 52nd Street, New York City, - 
Circle orto l Ae) Send for a schedule of rental rates. j 


oh 
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With 16mm MOTION PICTURE FILM — Specialists produce the 


FINEST QUALITY COLOR PRINTS! 





Specia lists 


for over 19 years! 


10 


The technical know-how and production skills mastered by 
Color Reproduction Company in over 19 years of special- 
izing exclusively in 16mm Color Printing guarantees finest 
16mm color prints! The specialist’s “Standard of Quality” 
is always highest. That’s why Color Reproduction Company 
has earned a reputation for guaranteed quality which is the 


Standard of the 16mm Motion Picture Industry. FOR 







FINEST QUALITY — order all your 16mm Color Prints 


from Color Reproduction Company! 


Write for Latest Price List 


EPRODUCTION COMPANY 


7936 Santa Monica Bivd., Hollywood 46, California 


Te.-<phone: Oldfield 4-8010 





Minnesota Film Producers 
Organize New Association 
ve Nine producers of motion pic- 
tures in the Twin Cities area have 
united to organize the Film Pro- 
ducers Association of Minnesota. 


Charter members of the new as- 
sociation are: Continental Films; 
Thomas Countryman Film Produc- 
tions; Empire Photosound, Inc.; 
Film Productions Company; An- 
thony Lane Film Studios; Promo- 
tional films; Reid H. Ray Film In- 
dustries; George Ryan Films, Inc.; 
and Griffith B. Wren Films, Inc. 


Officers of the organization, 
elected at a recent meeting to hold 
office for one year, are: William S. 
Yale, president; Cliff R. Sakry, 
secretary; Anthony Lane, treas- 
urer; and two managers, Ralph J. 
Perry and Reid H. Ray. 

The association plans to run a 
series of promotional advertise- 
ments in area newspapers and 
trade magazines, and will soon 
release a brochure containing a 
“Code of Ethics” adopted by the 
group. Further plans include a 
“Filmorama Exhibit,” demonstra- 
tion films, symposiums for adver- 
tisers, and articles on the successful 
use of commercial films in indus- 
try. 

Members of the association have 
been in business for periods rang- 
ing from five to 45 years and have 
all facilities required for complete 
film production. 

In its announcement, the asso- 
ciation pointed out that the age 
of audio-visuals has created an en- 
tirely new concept in the fields 
of selling, advertising, public rela- 
tions and training, with sound mo- 
tion pictures and sound filmstrips 
proving to be potent selling aids. 


* ok % 


Filmstrip Promotes Ad Agency 

Emil Mogul Co., Inc., a New 
York advertising agency, is seek- 
ing new accounts with a 35mm 
color filmstrip. The _filmstrip, 
showing outstanding ads created 
by the agency, is being mailed, 
with a viewer, to prospective cli- 


ents. > 





Watch your TV for 
KNIGHT'S 


Outline Type 





TITLES 


GREATER LEGIBILITY... ECONOMICAL 
Write for FREE type chart 


Ge| KNIGHT TITLE SERVICE 


Nous | 115 W. 23rd St. New York, NLY. 
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TECHNICAL - TRAINING - FARM - EDUCATIONAL : MEDICAL ...and 


Public relations is an inside job—sort of like neighborhood 

relations which, as a good housewife will tell you, begins 
*. . y . . 4 

with good housekeeping. You couldn’t make a neighborhood Fe | b ri Cc Re ; ati on Ss 

relations motion picture for some families. You shouldn’t 


make a public relations motion picture for some companies. 


Pictures 


The old adage about not hiding your light under a bushel 


is another way of saying: Don’t remove the bushel unless 


you have the light. by 
Audio... 





Among our clients: 


American Telephone & National Board of Fire 
Telegraph Co. Underwriters 

Babcock & Wilcox Co. National Cancer Institute 

Carborundum Company Pennsylvania Railroad 

Cast Iron Pipe Research Sharp & Dohme 
Association 


E. R. Squibb & Sons 


E. I. du Pont de Nemours The Texas Company 


& Company 
Ethyl Corporation U poset & Carbon 
Ford Motor Company U.S. Navy 


General Motors Corp. 





Virginia-Carolina 
McGraw-Hill Book Co. Chemical Corp. 
Merck & Co., Ine. Western Electric Co. 





—and many, many others 


— (oe Audio Productions, I 


for 


bookie: ... Wane FILM CENTER BUILDING + 630 NINTH AVENUE - NEW’ YORK 3g N 
4 ‘ TELEPHONE PLaza 7-0760 F4 


Frank K. Speidell, President - Herman Roessle, Vice President ~* P. J. Mooney, Secre\ury & Treasurer 
Producer-Directors: L. S. Bennetts H. E. Mandell Earl Peirce 

Alexander Gansell Harold R. Lipman Erwin Scharf 
Sales Manager: Sheldon Nemeyer 






































































































































THIS DISCIPLINE 
IS PAINFUL 


Do your supervisors enforce pain- 
ful discipline—or fair, understand- 
ing, and impartial discipline? 


Effective discipline is of vital im- 
portance to your business. It's the 
lubricant that will give youa 
smooth-running organization. 


Show your supervisors the proved 
techniques of: 


“MAINTAINING DISCIPLINE” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB" 


@ “INDUCTION AND 
JOB INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 

@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 

@ “INTERPRETING 
COMPANY POLICIES” 

@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 





Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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The NEWS of Films in Medicine 


Announce 2nd International Medical Film Exhibition in 1959; 
Record Attond=nce at the AMA Filrn Showings in San Francisco 


* JUNE OF 1959, the Second 
United States International 
Medical Film Exhibition will be 
held in Atlantic City. The recent 
decision of the American Medical 
Association and Johnson & John- 
son, surgical dressing manufactur- 
ers, to again sponsor this exhibi- 
tion shoots forward strong currents 
of audio-visual activity now en- 
livening national and international 
bodies of medical education and 
practice 

The first U.S. International 
Medical Film Exhibition was ineld 
in 1957. This year, screens con 
tinue to flash international medical 
nformation and guidance in nu- 
merous conclaves at home and 


ibroad 


Films at Copenhagen, Moscow 


Medical motion pictures 
iround the globe were chosen to 
highlight the World Medical As 
ociation Meeting in Copenhagen. 
\ugust 15-20. Sponsoring this In 
ternational Film Exhibit were the 
World Medical Association, the 
AMA and Johnson & Johnson In 
ternational 

\ Festival of Popular Science 
Films and sessions on “Modern 
Techniques in Scientific Cinema- 
tography” will be features of the 
lwelfth Congress of the Interna- 
tional Scientific Film Association 
to be held in Moscow, September 
10-20. Films will figure at the 
Third World Congress of Cardi- 
ology in Belgium, September 14- 
21, and 16mm movies are to be 
shown during the Third Interna- 
tional Congress on Allergology in 
Paris, October 19-26. 


from 


9,738 Doctors View Pictures 


Stateside, the latest climax in 
medical cinema was the 59-film 
Motion Picture Program of the 
107th Annual Meeting of the Am- 
erican Medical Association, held 
in San Francisco, June 23-27. A 
total of 9,738 medical men at- 
tended the five-day film program 
in San Francisco’s Brook’s Hall. 
This was the highest attendance 
recorded for an AMA convention 
motion picture program in the past 
nine years. 

Depicting 


medical phenomena 


and techniques from head to toe, 
the AMA convention film program 
varied in subject matter from Vas- 
cular Headache to Some Common 
Foot Problems Amenable to Sur- 
gery. The films included private 


medical productions and 
sored subjects. 


spon- 


List Six Most Popular Films 


The six most popular films in 
the convention program—in order 
of popularity — were: Safe and 
Treatment of Le- 
sions of the Female Breast; The 
Doctor Defendant, Cholecystec- 
tomy and Operative Cholangi- 
ography, Respiratory Resuscitation 


Conservative 


Techniques, Emergency Surgery of 
the Acutely Injured and Principles 
of Artificial Respiration. A group 
of outstanding foreign-made films 
from the 1957 International Film 
Exhibition were scheduled in the 
program. 

Attention won in a 10 a.m. pro- 
gram spot, June 24, by The Doc- 
tor Defendant, the second in a 
sponsored Medicine and the Law 
series, indicated the interest med- 
icos have in this newly filmed in- 
formation area. The Man Who 
Didn't Walk, third film in the legal 
series, was premiered for conven- 
tioneers in a special evening pro- 
gram at the Sheraton-Palace Hotel 
on June 25. 


Latest in Merrell Program 


The Man Who Didn't Walk is 
the newest release in the Medicine 
ind Law series produced by Med- 
ical Dynamics for The Wm. S. 
Merrell Company in cooperation 
with the American Medical Asso- 
ciation and the American Bar As- 
sociation. It dramatizes the med- 
ico-legal situations which can re- 


sult from. traumatic neurosis. 
Medical examination, courtroom 
procedure and expert testimony 


typify elements of legal conflict. 

A fourth film in this series, deal- 
ing with hospital liability, is in 
production. The first two medical- 
legal pictures are The Medical 
Witness, concerned with medical 
testimony, released in 1956, and 
The Doctor Defendant, treating of 
malpractice and professional lia- 
bility, released in 1957. The Mer- 
rell films are being distributed by 
the sponsor, the AMA and ABA. 

In addition to the two Merrell 
films, another convention program 
movie, Someone Is Watching, pro- 
vided ethical guidance. Sponsored 
by the New York State Dept. of 
Health, this film called attention 
to the ways in which legal nar- 
cotics fall into the hands of dope 
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PARTHENON PICTURES 
-Hollywood- 


(A Reprint) 
“WHAT IS A PRODUCER?” 


* The theatrical film Producer’s 
job is to attract people — to the 
ticket offices of the theaters. 

But the job of the business-film 
Producer is to sway people — to 
cause them to learn something, de- 
cide something, or feel something 
—about his client’s product, opera- 
tion, or corporate image. Since 
this newly implanted “attitude” 
must endure, his vehicle is not en- 
tertainment per se but 
his goal is not applause, but be- 
lief. His medium could be print or 
art; it happens to be 


interest; 


speech or 
film. 
True, the film medium has cer- 
tain 
Producer must know how to ma- 
nipulate its intricate mechanisms 
to best effect: he must be able to 
procure the several components of 
script, photography, edit, 
score, etc., and shape them into an 
effective film tool at a feasible 
cost. But this part of his job is 
gear-shifting and _ throttle-push- 
ing; the business-film Producer’s 
essential function is to pin down 


unique advantages and the 


cast, 


the client’s objective and figure 
out how to fulfill it. 
So he is first an Analyst—then 


a Merchandiser (of skills, prod- 
ucts, ideas, concepts and attitudes ) 

and finally, a Persuader. A 
Swayer—on film. 


—CHARLES PALMER 


PARTHENON 
CURRENT CLIENTS 


Am. Petroleum Inst. 
Am. Tel. & Tel. Co. 
The Borden Company 
Conn. General Life 
Hilton Hotels 

Int’l Harvester Co. 
Kaiser Aluminum 
Seocony Mobil Oil Co. 
Western Electric Co. 
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Cap Palmer Unit 
Documentary Films for Business 


2625 Temple St. * Hollywood 26 
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When you can’t budge from the Budget...see CECO! 





$4,600.00 





Other Printers 
from $167.50 





Moviola Film 
Editing Machine 
“Series 20" 


Designed so that short 
pieces can be used 
without putting film 
on reels. Rear 
projection screen. 
Reversed by 
hand-operation 
switches. Other 
models and Rewinders, 


Bowlds Animation Disc Synchronizers, and 

and Peg Bar Sound Readers 
available. 

Animation Disc features Model UD20S 

oversize contoured glass; (Illustrated) $1,925.00 


convenient rotation; positive 
lock; full vision sliding 
scale; and clear, opal, or 
frosted glass. Peg Bar has 
precision pegs so that 
cels slip on and off easily. 
Has countersunk holes and 
flush screws for easy 
attaching. 

Animation Disc $47.50 

Peg Bar 6.50 


Other Film Editing 
Viewers from $49.50 


SALES e SERVICE « RENTALS 





















Bell & Howell : 8 ¢ op , 
Continuous Film Printer and get away with it. Today if you exceed 


Prints either sound or 
picture by contact. 
Suction-cooled 
lamphouse; removable engineers do. Consult CECO. Our experts 
filter holders; 300 watt have the know-how about equipment 
projection type lamp. 
Other B & H Models 


and accessories available. 























When you make commercial films, 

the budget is sacred. It isn’t like the old days 
in Hollywood when a big name director 
could go a couple of million over his budget— 


your budget, it very likely will come out of 
your own pocket. So do what other smart 
producers, directors, cameramen and sound 


and money-saving techniques. We carry 

the world’s largest assortment of professional 
cameras, lenses, tripods, recording, editing, 
lighting, laboratory and processing equipment, 
etc. There is never any charge at CECO 

for consultation. Come by for help with 
any problem, large or small. 





CECO Stop Motion Motor for Cine Special 


110 volt AC operation; 42 second exposure. 
Has forward, reverse, on-off switches; frame 
counter; power cable. Attaches easily to cam- 
era without special tools. $450.00 


































Weinberg-Watson Modified Version 
of Kodak Analyst 





Gives flicker-free projection at speeds from 6 
to 20 frames per second. Single frame opera 
tion forward and reverse without damaging 
film. Quick transition from continuous to 
single frame. $795.00 









ADDITIONAL PRODUCTS Camera Equipment Company offers the w- \d's 


largest and most comprehensive line of professional cameras, accessories, lighting and 
editing equipment. The quality product isn't made that we don't carry. See our ‘plicers, 
— exposure meters —- projectors ——- screens —- marking pencils and pens editors 
gloves — editing machines, racks, barrels, and tables —- stop watches. 





FRANK C. ZUCKER 


C+ AMERA EQuipment ©..INIc. 


Dept. S 315 West 43rd St., New York 36, N.Y. JUdson 6-1420 











a new 
dimension 
in quality 


COMPCO 


PROFESSIONAL 
REELS AND 
CANS 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels ond cans are finished in scratch- 
resistant baked-on enamel 

Be assured a lifetime of film protection with these 
extra quality products 

Write for complete information 


REELS AND CANS « 16 mm 400 ft. through 2000 ft 
COMPCO corporation 


2275 WEST ST. PAUL AVENUE 
CHICAGO 47, KLINOIS 


Over A QUARTER of a CENTURY 
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addicts and peddlers through care- 
lessness and over-confidence. 
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A second major motion picture 
sendoff during the San Francisco 
meeting was the premiere of Help- 
ing Hands for Julie, a dramatic 
story of a seven-year-old girl af- 
flicted with meningitis—designed 
to interest students in seeking more 
information about careers in med- 
icine and health. 


Premiere Showing of “Julie” 


Helping Hands for Julie was 
produced by Henry Strauss & Co., 
Inc., for the American Medical 
Association, the American Hos- 
pital Association and E. R. Squibb 
& Sons. The film was given a 
premiere showing by the Woman’s 
Auxiliary to the AMA on June 25 
in the Fairmont Hotel. Simultane- 
ous with the San Francisco pre- 
view, the film was telecast by the 
tv station in Oakland, California. 

Speaking at the Julie premiere, 
Dr. Gunnar Gundersen, AMA’s 
president, cited figures published 
in the New York TIMEs which 
registered the need for: “70,000 
more nurses, 8,000 more occupa- 
tional therapists, 3,500 more med- 
ical social workers, 5,060 more 


Right: pictured at the “Julie” 
premiere in San _ Francisco 
were (1 to r)—Ralph Creer, 
AMA film and television di- 
rector; W. R. McHargue, v.p. 
of E. R. Squibb & Sons; Mrs. 
L. D. Jacobson, chm., Women’s 
Auxiliary recruitment commit- 
tee; and Dr. Gunnar Gunder- 
son, president of the AMA. 


psychiatric social workers, 6,000 
more physical therapists, 50,000 
more medical technologists, 2,200 
more dietitians and 10,000 more 
clinical psychologists.” 

“These are the number of peo- 
ple needed now in these profes- 
sions, as reported by their own 
organizations,” Dr. Gundersen 
noted. Julie and other recruitment 
films have a big job to do. 


Eight Organizations Present 

The eight organizations repre- 
sented at the initial showing of 
Helping Hands for Julie illustrate 
the range of professional interest 
in the medical recruitment prob- 
lem. Groups represented were: 
the American Physical Therapy 
Assn., American Occupational 
Therapy Assn., National League 
for Nursing, Inc., American Assn. 





of Medical Record Librarians, Na- 


tional Committee for Careers in 
Medical Technology, American Di- 
etetic Assn., National Health 
Council and the AMA. 

(During Hospital Week, Help- 
ing Hands for Julie was shown to 
vocational guidance councilors at 
hospital meetings. It is being 
aimed at high schools, church 
groups, community ggganizations 
and tv. Nearly unanimous reaction 
from early student and councilor 
audiences was that the film did 
accomplish its interest purpose. 
Since July 1, the film has been 
distributed by Association Films, 
Inc., 347 Madison Ave., New York 
17). 

Closed-circuit telecast sessions 
and scientific exhibits augmented 
the regular motion picture pro- 


(CONTINUED ON PAGE 16) 





| LOOK to the book... for every film requirement 


| It's FREE...on request 















. You are cordially invited 
to personally inspect our facilities. 


Reams of copy could not convey the full Calvin story 
to our clients and prospective customers! However, 
this four-color, 12-page brochure presents Pictoriall) 
the scope of our motion picture operation. We would 
like to send you a copy today for your reference 
library, so that you might become 
better acquainted with our ability to serve you. 
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AN ILLUSTRATED GUIDE TO 
production—producer services 


and all film laboratory services 


THE CALVIN COMPANY 


INCORPORATED 
1105 Truman Road @ Kansas City 6, Mo. 
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Every tv show that has won an“Emmy” | 
. ye 
for best cinematography was processed b 


CONSOLIDATED FILM IN 
Complete 16mm and 35mm film services. 
959 Seward Street, Hollywood 38, Cali 
521 West 57th Street, New York 19, Ne 


CFI processing accurately reflected all the creative talents of these cinematographers 
who have won the ‘“‘Emmy’”’ award: 


ood 9-1441 
-0210 





1954 — Lester Shorr, A.S.C. “‘! Climb the Stairs’’ — Medic 

1955 — William Sickner, A.S.C. ‘‘Bilack Friday’’ — Medic 

1956 — Norbert Brodine, A.S.C. ‘‘The Pear|'’ — Loretta Young Show 

1957 — Harold E. Weliman, A.S.C. ‘‘Hemo, The Magnificent’’ — Bell Telephone Scientific Series 
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gram in pictorializing the compre- 
hensive agenda of lectures, sym- 
posia and discussions at the San 
Francisco convention. 

A 90-minute closed-circuit tv- 
cast originating from the meeting 
Wednesday evening, June 25, was 
transmitted to doctor audiences in 
Boston, Chicago, Cleveland, Kala 
mazoo, Philadelphia, New York 
and Syracuse. Part of the telecast 
“newsreel” of scientific 
events at the meeting; the balance 
of the tv time presented a clinical 
session on diabetes, emanating 
from the University of California 
School of Medicine. The program 
was sponsored by the Upjohn 
Company in cooperation with 
AMA. 


Color telecasts of operative sur- 


Was a 


gical panels and clinics, sponsored 
by Smith, Kline & French Labor- 
atories and originating from the 
San Francisco Hospital, were pre- 
sented in morning and afternoon 


sessions, June 23-26. These video 


lessons demonstrated approved 

techniques frequently used by gen- 

eral practitioners. bed 
* * 


Creer to Report on European 
Events as Active Participant 
This summer, Ralph Creer, di- 
rector of motion pictures and med- 
ical television for the American 
Medical Association, is participat- 
ing in several European medical- 
film-minded events. His work in 
Europe includes organization of 
the film program at the Interna- 
tional Film Exhibit of the World 
Medical Association Meeting in 
Copenhagen. He will speak at a 
meeting of the Edinburgh Scottish 
Film Council and at the Edinburgh 
School of Medicine, and will meet 
with the Film Committee of the 
British Medical Association and 
members of the medical section of 
the International Scientific Film 
Association in London. In these 
efforts, Mr. Creer will observe for 
Business Screen readers the prog- 
gress being made in medical film 
use on the world front. ae 


* cd *K 


Charles Beseler Co. Acquires 
Projection Optics Co., Inc. 
Purchase of Projection Optics 
Company, Inc., Rochester, New 
York, from Fred E. Aufhauser has 
been announced by Charles Bese- 
ler Company of East Orange, New 
Jersey, projector manufacturers. 
Projection Optics Co., manu- 
facturer of lenses and precision 
optical equipment, will continue to 
operate in the Rochester plant. 


BUSINESS SCREEN 


EBF President Mitchell Named 
Economic Committee Trustee 

Maurice B. Mitchell, president 
of Encyclopaedia Britannica Films, 
Inc., has been elected to the board 
of trustees of the Committee for 
Economic Development. Follow- 
ing his appointment as trustee, 
Mitchell was appointed to CED’s 
committee on information. 

The CED was organized in 1942 
to provide a forum for executive 
discussion of economic problems 
affecting the American business 
community. It issues periodic pol- 
icy statements stemming from stu- 
dies of business and _ industrial 
trends. These statements often have 
been the basis for executive and 


legislative action by the federal 
government. 
Previously, Mitchell has been 


called to testify before committees 
of Congress on how audio-visual 
aids can help in the current crisis 
in education, has been a delegate 
to UNESCO conference on educa- 
tion, and has traveled widely as a 
speaker on education and business. 

Under Mitchell’s presidency, 
Britannica Films has quadrupled 
its production of teaching films for 
use in schools. Mitchell helped to 
bring about three current projects 
in audio-visual education: produc- 
tion of a complete physics course 
on film, used in more than 300 
high schools of the United States 
in the academic year just ending; 
production, now under way, of a 
companion chemistry course on 
film, and collaboration with the 
Physical Science Study Committee 
at the Massachusetts Institute of 
Technology in the creation of 
filmed lectures designed as part 
of the committee’s new approach 
to the teaching of mathematics. 





MOVIOLA 


FILM EDITING EQUIPMENT 
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new series 20 
Moviolas for 
picture and 
sound. 


Write for 
Catalogue 


Dept. B 


MOVIOLA MANUFACTURING CO. 
1451 Gordon St. @ Hollywood 28, Calif. 
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No matter which you use... 
EVERY VIEWLEX VIEWTALK 


Plays standard and long- 
playing records, up to 16” 
— two permanent needles 
on twist arm. 3314, 45, or 
78 r.p.m. Model WR — 
4” x 6” detachable speaker 
for 150 or 300-watt Viewlex 
Projectors. Model WHD — 
6" x9” detachable speaker 
for 500-watt projector. 


















PROJECTOR IS... ont 
For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures. 
Tokes 2”x2” and bantam 
slides in any type mount 
intermixed. New refrigera- 
tor cooling. 500 Watt fan 
cooled. 5 inch F/3.5 Pro- 
fessional lens. Automatic 
take up reel and optical 
magnifying pointer. 3, 5, 7, 
9, 11 inch lenses available. 






HI FI 
VIEWTALK 


GY A top quality sound-slide 
SEA unit—3 speed record ployer 
for records up to 16”. 
Brilliant, sharp projection 
provided by V-500 35MM 
combination | slide-filmstrip 
projector. Projector or sound 
system may be used inde- 
pendently. Microphone jock 
provided. 










Many projectors LOOK somewhat alike, in 
appearance and price — but Viewlex has 
something extra! Rigidly controlled stand- 
ards of QUALITY carried through every step 
of manufacturing assure projectors that are 
trouble free and a delight in operation. 
VIEWLEX QUALITY CONTROL is a precious 
property — it is the real reason why Viewlex 
guarantees every Viewlex projector for a 
lifetime! 


INSTRUCT-0-MATIC 


Completely automatic pro- " 
jection of 2x 2 and bantam 
slides. A touch of changer 
automatically brings new 
slide in position. Automatic 
timer—remote control—lets 
you sit with your audience. 
500 watt fan cooled. Inter- 
changeable lenses. Turns 
room light off when projec- 
tor is turned on. 


vas — vs 


For single-frame filmstrip 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2”, 3”, 5” and 7” focal- 
length lenses available. 


V-2C - V-22C - V-25C 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 
lenses. 




















Worlds Largest Exchuive 


35-01 QUEENS BOULEVARD 


Manufacturers of tll Projectors LONG ISLAND CITY 1, N, Y. 


inc. 
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You can 
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City 
of New Jersey 


Eastman Chemical 


Remington Rand 





some of our recent clients: 


Associated Railroads 


Baltimore & Ohio Railroad 


The Milk Industry 


ANNOUNCED FOR OCTOBER 7-IOTH AT NEW YORK CITY 


bovernment and Business to Participate 
in cnd Industrial Audio-Visual Exhibition 


Y OUND AND VISION as a Tool” 
be is the theme of the Indus- 
trial Film & Audio-Visual Exhibi- 
tion, scheduled for October 7 
through 10 in the New York Trade 
Show Building, 500 Eighth Ave- 
nue, New York City. 

Mayor Wagner has proclaimed 
the week of the exhibition as “Au- 
dio-Visual Week” in New York 
City 

Commercial exhibits will cover 
an estimated 36,000 sq. ft. on two 
floors of the Trade Show Building, 
according to Herbert Rosen of In- 
dustrial Exhibitions, Inc., organ- 
izer of the exhibition. 

Special Government Exhibits 

In addition, special exhibits of 
their audio-visual activities are be- 
ing planned by the U.S. Office of 
Education, the Army Pictorial 
Services Division, the Naval Train- 
ing Device Center and the United 


Nations Educational, Scientific & 
Cultural Organization. 
The U.S. Office of Education 


will display its visual education 


INFLUENCE 


more people, more effectively, with a 
BUSINESS FILM 
by 
ROGER WADE Productions, Inc. 


15 West 46th Street, New York 


Bank Farmers Trust Co. 


Pre ducts 


material; the Army Pictorial Serv- 
ices Division’s exhibit will feature 
its a-v activities in connection with 
its missile program; the Naval 
Training Device Center will dem- 
onstrate its use of a-v devices; and 
UNESCO will show how it uses 
a-V equipment in its literacy pro- 
gram in teaching situations rang- 
ing from university classrooms to 
outdoor in undeveloped 
countries. 


classes 


Business Groups Will Tie-In 

Industrial organizations which 
will tie-in their activities with the 
exhibition include the National 
Visual Presentation Association, 
the Industrial Audio-Visual Asso- 
ciation, Film Producers Associa- 
tion of New York and Magnetic 
Recording Industry Association. 

NVPA has scheduled its 4th An- 
nual “Day” of Visual Presentation 
during the exhibition, sponsored 
in conjunction with the New York 
Sales Executives Club. Workshop 
seminars and visual presentations 
of techniques used by many lead- 


CIrcle 5-3040 


Equitable Life Assurance Society 
of the United States 


National Dairy Products Corp. 


Foundation 


BUSINESS SCREEN 





SCENE OF A.V EXHIBITION | 





New York’s Trade Show Build- 
ing at 500 Eighth Avenue... 


ing national concerns will be feat- 
ured. Annual NVPA awards for 
outstanding presentations will be 
made at the Sales Executives’ 
luncheon on October 7. 

These will cover the following 
classifications: point-of-sale, pub- 
lic relations, employee relations, 
employee training, sales promo- 
tion, and sales training. 

FPA will present a “Showcase 
and Conference of Sponsored 
Films” daily from 1:00 to 6:00 
P.M., featuring outstanding pro- 
(CONTINUED ON PAGE 20) 
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For over 35 years, Mitchell has held a unique reputation 
as the world’s leading source for the finest in motion 
picture equipment. The reason — only Mitchell designs 
and manufactures a line of cameras to meet such a broad 
range of demanding professional filming requirements. 
Today Mitchell produces 35mm and 16mm cameras; 
70mm 24%4x2% 


and double frame aperture 35mm cameras. 


high speed cameras; and 70mm, 65mm 


There’s a Mitchell camera designed to meet your require- 
ments — write for information today. 





34 35mm Hi-Speed Mitchell 
























35mm Studio BNC Mitchell 





16mm Professional Mitchell 





5 70mm 214 x 2% High Speed Mitchell 


* 85% of Professional Motion Pictures Shown 











Throughout The World Are Filmed with Mitchell Cameras 


6 65mm and 70mm Mitchells 





Mich Camera 
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/ 35mm Vista-Vision Mitchell 





Wins: sees +: 


666 WEST HARVARD STREET 
GLENDALE 4,CALIFORNIA 


Cable Address: ““MITCAMCO”’ 


















Yes, Virginia, Ti bere 1s a 


Fe 


Mr. Florman and Mr. Babb 38 





Remember the charming little girl 
named Virginia who wrote the New 
York Sun many years ago asking if 
there really was a Santa Claus? Well 
we've had people in the professional 
motion picture equipment industry ask 
if there really is a Mr. Florman and 
Mr. Babb. And there certainly is! Ask 
any of the many pros who regularly 
get advice on ye and accessories 
from either Art Florman or John Babb. 
Both are qualified professional camera- 
men, have years of technical training 
and experience, and are more than 
happy to chat with you about any prob- 
lems that come up. You'll find either 
or both almost any time at 68 W. 45th 
Street. At this address there’s also a 
showroom floor jammed full of equip- 
ment; used and new, usual and unusual, 
all in perfect condition. Come on in; 
conversation and equipment are tops. 


ARRIFLEX 16mm CAMERA 


F & B earries a complete stock of 
ARRIs for sale or rent, and has 
trained technicians that can service 
and repair all ARRIs and accessories. 
For many years leading industrial 
companies and motion picture pro- 
ducers have looked to F & B for de- 
pendable ARRI- 
FLEX service 


and advice. 








P&B Pro-Cine 202 Tripod 
- 


E 


These exclusive features 
originally designed by 
Fas: 


A. Comera tightening knob 


F. Precision-machined 
friction plate 


G. Leg brackets firmly bolted 
B. Telescoping, offset pan with leg rest ledge 


handle H Aluminum leq tops 


C. Second pan handle position ; Single leg-locking knobs 


prevent bending and 
locks warping 


D. Large pon and tilt tension 


E. Large-diameter precision 
center shaft 


J. Superb, seasoned, oi! 
treated hardwood leqs 


Sold on Free 10-Day Trial Basis 
Full Money-Back Refund 


Friction Head is Guaranteed for 
Five Years 


NEW LOW Price $120.00 


The F & B Pro-Cine 202 Tripod and other 
F & B Products are available on the West 


Const from Birns & Sawyer. 


Florman and 


Babb, Inc. 
Motion Picture Equipment 
for the World's 

Finest Film Makers 


Distributors For: 


McAllister Lights 
McAllister Crab Dollies 
Auricon 
Mitchell 
Arriflex 
Neumade Products 
Moviola 
Bell & Howell 
RCA 
Bausch & Lomb 
Colortran 
Klieg! 
Frezzolites 
ra 
Oxberry Animation Equip. 


F & B Products: 


Pro-Cine 202 Tripod 

Butt-Splicing Blocks 

Film Repair Blocks 

Magic Mylar Splicing 
Tape 

Split Reels 

Camera Slates 

Changing Bags 

Film Cement 

Leg-Lok Triangles 

.-. and many other 

exclusive F & B products 









FLORMAN & BABB, incorporated 





GB West 45th Street * New York 36, N. Y. * MU 2-2928 
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end Industrial Audio-Visual Exhibition: 


(CONTINUED FROM PAGE 18) 


ductions by its members. MRIA 
will hold a meeting and an eastern 
regional seminar. [AVA has sched- 
uled a regional meeting and con- 
ference. 


Educators to Participate 

Participating educational a-v or- 
ganizations will include the Met- 
ropolitan A-V Council, the Metro- 
politan Educational Television As- 
sociation, the Association of 
School Business Officials, the New 
York State A-V Suppliers Associ- 
ation, and Station WNYE, the 
New York Board of Education’s 
broadcasting service. 

The Metropolitan A-V Council 
will hold a series of workshop ses- 
sions, and META will present a 
classroom demonstration of edu- 
cational tv. Station WYNE will 


demonstrate some of the work it is 
currently doing, and the A-V Sup- 





Typical of lecture sessions at the 
‘57 Exhibition is this group. 


pliers Association has scheduled 
a conference and directors meet- 
ing. 

An extensive lecture program 
also is being planned for the ex- 
hibition period, with representa- 
tives of both industrial and educa- 
tional fields taking part. Subjects 
scheduled for the various days in- 
clude: October 7, sales and pro- 
motion; October 8, training and 
public relations; October 9, tele- 
vision; October 10, education and 
religion. 

Advance List of Lectures 

Tentative list of lectures in- 
cludes: 

Dr. Robert Lloyd Cantor, direc- 
tor of training, the Ronson Corp., 
a director of the American Society 
of Training Directors and of Na- 
tional Visual Presentation Associ- 
ation: “Effective Audio-Visuals 
Being Used in the Field of Train- 
ing in the Industry of Today.” 

Kenneth H. Goddard, manager, 
Audi-Visual Services Department, 
U.S. Chamber of Commerce: 
“Simple Audio-Visual Techniques 
for Organized Business.” 

James A. Moses, chief, Film 





Distribution & Utilization Branch, 
Army Pictorial Service Division: 
“The A-V Program in the Army 





Exhibits of new audio-visual 
equipment, services at show. 


—Its Distribution and Unusual 
Techniques.” 

Ken Killian, president, New 
York A-V Suppliers Association: 
“The Visual Education Story— 
Told Audio-Visually.” 

Lt. Col. C. S. Bauer, USAF, 
chief, Audio-Visual Aids & Man- 
uals Branch, Special Training De- 
vices Division: “The USAF In- 
Service Motion Picture Production 
Program.” 

Laurence K. Hamilton, vice- 
president in charge of sales, Tec- 
nifax Corp.: “The Over-Head 
Projector as a Tool for Sales Pre- 
sentation”, and “Over-Head Pro- 





Because We're 
NOT The 
Biggest .. . 

. the boss—that’s Milton 
Stark—gives his undivided at- 
tention to every detail in pro- 
ducing motion pictures. 

He’s ready to do a job in 
your city or anywhere in the 
world. He has recently com- 
pleted a commission which 
took him to Europe. 

As “architect and master 
builder,” he'll furnish the 
ideas as well as the production. 


Correspondence invited. 


STARK FILMS 


Since 1920 


Producers of 
Motion Pictures that sell 


Howard & Center Streets 
BALTIMORE 1, MARYLAND 
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our 49th state. there is likely to 
be renewed inte-est in motion pic- 
tures of that vast but relatively , ee 
little-known region. 
A perennial favorite and an ' 
educational film “classic” is Alas- \ 
ka’s Silver Millions, (30 min., \ 
b/w). Filmed by Father Hubbard, , 
the famed “Glacier Priest,” and 
sponsored by American Can Com- 
pany, this picture of the salmon 
HOW industry is now 20 years old, but 
DO YOU GET continues to attract new audiences 
SALESMEN each year. 
TO SELL MORE Several motion pictuyes about 


Alaska have been produced for 
EFFECTIVELY? various sponsors by L. R. Huber 


Productions, Seattle, Washington. 
These include The Great Land— 





. . . 
A-V Exhibition: 
(CONT'D FROM OPPOSITE PAGE) 
jector Techniques in Visual Edu- 
cation.” 
Keith Culverhouse, director of 
sales presentations, Television Bu- tee 
reau of Advertising: “Is Your Slide ~ 
Projector Showing?” ae 
ss tk cd 
Alaska’s Entry as 49th State 
Heralds New Film Interests 
Now that Alaska has become 


——— 


ee Ow 


Through a carefully formulated 
sales & product training pro- 





gram that teaches and tnegives Alaska (28 min., color), a close- ati 
men to intelligently sell your up of the new state’s land, cities, 
product. and industries, for North American 
a ee V an Lines; On Reaching Alaska, : 
cializes in visual communica- for Northwest Orient Airlines, We lost one account in the past year 
tions. Sales & product training Inc.; Letter from Alaska, for 
programs are customized to fit Northern Films; and Alaska Rail- 
your needs and your budget. road. 
Sentatiesnthdieeeaiinn Alaskan Al-Can Trailer Trek cube 
ie acad (13'4 min, b/w), sponsored by Pg a 
Mobile Homes Manufacturers As- os 4 
V FRED A. sociation, is a description of a f 
r= NILES mobile caravan’s 4,000-mile Chi- 
oa ‘ PRODUCTIONS, cago-to-Anchorage tour. 
7 INC. Alaska presents a wealth of film 
opportunities for both sponsors 
22 W. Hubbard and producers. a 
Chicago, Ill. * * * 
SU 7-0760 


Willard Does “Direct-Dial”’ 

Film for Southern Bell Company 
* Frank Willard Productions, At- 
lanta, Georgia, reports that it has 
just completed Dial the Miles, a 
film on direct long-distance dialing, 
for the Southern Bell Telephone 
Company. 

Other recent Willard produc- 
tions are This is Delta (for C&S- 
Delta Air Lines); The Face of the 
South (for the Presbyterian Church 
in the U.S.A.), selected for show- 
ing at the 1958 Venice Film Festi- 
val; and Ever Since Oglethorpe 
(for Georgia State Department of 
Commerce ). 

Currently in production at Wil- 
lard is a film on regional educa- 
tion, for the Southern Regional 
Education Board, and another for 
Southern Bell. Ly 
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We gained 132 accounts in the past year 


(Be glad to show you why.) 


* RCA & Westrex Sound Recording 
¢ Editing 
* Processing 


* Printing, Color and 
Biack-and-White 


* Magnetic Laminating 


CAPITAL 


FILM LABORATORIES, INC. 


1906 Fairview Ave., N. E., 
Washington 2, 0.C. 
LAwrence 6-4634 


te 


to 


AUDIO-VISUAL CLINIC 
at the Exhibitor’s Council 


Ft relatively new devices and 
techniques were featured at the 
Audio-Visual demonstration clinic 
of the annual Exhibitor’s Advisory 
Council convention at the Colis- 
seum in New York on July Ist. 

Demonstrations were given by: 

PERCEPTOSCOPE, a projector 
which incorporates still and motion 
pictures on 16mm film, allowing 
for forward or backward motion 
at practically any rate of speed 
automatically. It is applicable to 
a wide range of training situations. 

PROJECTOFEX, which is a device 
utilizing overhead projection equip- 
ment and performing such ani- 
mated-style motions as_ crawls, 
wipes, dissolves, flows, and, in 
addition, projects images of mov- 
ing plastic materials on a screen. 
Its range of uses includes displays, 
television and motion picture back- 
grounds, training and special pres- 
entations. 

Port-O-Vox is the wireless 
microphone system, now widely 
used in television by such shows 
as Person-to-Person and Arthur 
Godfrey. Its usefulness in exhibits 
was demonstrated. 

POLAROID showed the versatility 
of its new positive transparency 
film. Polaroid now offers a special 
convention and exhibit service of 
making pictures-in-a-minute as 
traffic stoppers. The new Polaroid 
duplicator and slide projector were 
also shown. 

TELEPROMPTER, whose Group 
Communications sales chief, Hu- 
bert Wilke, was m.c. for the clinic, 
demonstrated the new TelePro 
6000 slide projector; TeleMation, 
an automated system for staging 
meetings; and presented the case 
for closed circuit TV in industrial 
applications. Lad 

+ # % 
“American Adventure” Series 
Viewers Top 22 Million 


The American Adventure citi- 
zenship education film series had 
reached an audience estimated at 
22,500,000 persons by mid-year of 
1958, the National Education Pro- 
gram reports. At latest count, 
nearly 1,300 prints had been pur- 
chased by organizations planning 
extensive use of the films. More 
than half of these sales were made 
to schools. 

One recent purchase requisition 
from the Louisiana State Depart- 
ment of Education involved an 
order for more than $5,560 worth 
of prints which were placed in 
regional libraries throughout the 
state for distribution to every 
school system in Louisiana Ld 





HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 

By the service you give your 
customers? 

By your policies? 


Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 

Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendability, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


Write for Details on 
Obtaining a Preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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“Museum of Art’ to be Made 
Available in 34 Languages 
A new U. S. Information Agen- 
cy color film, Museum of Art, fea- 
turing 20 American art museums, 
had its world premiere early in 
August in the American Pavilion 
at the Brussels World’s Fair. 
Illustrating the impact of art in 
this country, the three-reel film 
also has been included in the pro- 
gram of the 12th Annual Edin- 
burgh Film Festival in late August. 
Termed by John Walker, direc- 
tor of the National Gallery of Art, 
Washington, D.C., “of immense 
value in accomplishing the purpose 
of gaining worldwide respect for 
our country,” Museum of Art will 
be put into 34 language versions 
for showing in 80 countries. 
Museums shown in the film in- 
clude: Allen Memorial Art Mu- 
seum, Oberlin College, Ohio; Art 
Institute of Chicago; Baltimore 
Museum of Art; Freer Gallery of 
Art, National Gallery of Art, and 
Phillips Gallery, Washington, D.C.; 
Guggenheim Museum, Metropoli- 
tan Museum, The Cloisters and 
Museum of Modern Art, New 
York City; Isabella Stewart Gard- 
ner Museum and Museum of Fine 
Arts, Boston; Milwaukee Art Cen- 
ter; Montclair (N.J.) Art Museum; 
Philadelphia Museum of Art; To- 
ledo (Ohio) Museum of Art; 
Virginia State Museum of Art, 
Richmond; Washington County 
Museum of Art, Hagerstown, Md.; 
and Yale University Art Gallery, 
New Haven. Scenes in_ public 
schools of Oberlin, Ohio; Tazewell, 
Va., and Washington, D.C., also 


are shown. iy 
2 * * 


Hedwig Joins Movielab as 
Assistant to Sales Manager 
Gordon Hedwig has joined the 
sales staff of Movielab Film Lab- 
oratories, New York City, as as- 
sistant to Benjamin Bloom, Movie- 
lab sales manager. La 





GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any Iémm. projector. 
Automatically silicone -treat and 
protect film, clean gates as film is 
running. 

Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 
illustrations and prices. 


ECONOMICAL . . . EFFICIENT 


THE 
DISTRIBUTOR’S GROUP, INC. 


204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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America’s Most Versatile Sound-Slidefilm Projectors Join 
the Victor Family of Precision A-V Products 


Famous Soundview sound-slidefilm projection equipment now 
has a new name—Victor-Soundview—and a new home— 
Kalart’s Victor Division. Thus Victor-Soundview joins the dis- 
tinguished family of Victor, Kalart and Craig audio-visual and 
movie editing products which are made to the most rigid speci- 
fications and incorporate the most advanced engineering features. 

Already, Victor-Soundview projectors have been improved 
with a positive spring-lock framing feature to insure maximum 
convenience of operation. Victor-Soundview projectors fit any 
sales, training or educational need—show 35mm filmstrip, 
2"x2" and bantam slides—operate with manual or fully auto- 
matic film advance. No other filmstrip projection equipment 
offers greater versatility or higher quality. Send now for com- Victor is the first name in 16mm sound motion 
plete information about the new Victor-Soundview and other picture projectors. Shown here is the popular 
Victor A-V products. Assembly 10 in rugged metal case. 





SEND FOR FREE LITERATURE ON VICTOR-SOUNDVIEW AND OTHER VICTOR A-V PRODUCTS 




















Name | 

ANIMATOGRAPH CORPORATION « EST 1910 | 

ae : Addres | 

A DIVISION OF KALART City pm ! 
Producers of precision photographic equipment on 

PLAINVILLE, CONNECTICUT Zone—_________ State ___. | 
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7 AN 
nd Annual UDIO- 
vu 


EXHIBITION 


Under the Auspices of the 


NATIONAL VISUAL PRESENTATION ASSN. 


An Exhibition of current audio-visual equipment, 
techniques and services in industry and education 
for conducting training and sales meetings, visual 
presentations, advertising promotions, etc....A 
special exhibit of equipment and application of 
Closed Circuit Television . . . Extensive lecture pro- 
gram as well as continuous showings of outstanding 
films presented daily. 





OCTOBER 7-10 


NEW YORK CITY 


Trade Show Building - 500 Eighth Avenue 


The following associations will hold their Meetings, 
Workshops or Seminars in conjunction with the Exhibition: 


National Visual Presentation Association 
Industrial Audio-Visual Association 
Film Producers Association of New York 
Magnetic Recording Industry Association 
New York State A-V Suppliers Association 
Metropolitan Audio-Visual Council 


GOVERNMENT EXHIBITS 
United States Office of Education 
U. S. Army, Pictorial Services Division 
U. S. Naval Training Device Center 
and UNESCO 


Detailed program and admission tickets mailed upon request 
Presented by 


INDUSTRIAL EXHIBITIONS, INC. 


17 East 45th Street « New York 17, N. Y. 
OXford 7-4978 





N.Y. City College to Offer 
Evening Film Courses in Fall 

Fifteen evening-session courses 
in film production for professionals 
and amateurs will be offered dur- 
ing the fall term by City College 
of New York’s Institute of Film 
Techniques. 

Classes in photography, screen 
writing, sound and film editing, 
directing and production will be 
included in the program. Elemen- 
tary classes are open to amateurs 
without previous film training and 
advanced courses are designed for 
professionals. The institute also 
will offer Saturday workshop 
classes for advanced students who 
produce their own films. Classes 
are open to students without pre- 
vious college background. 

Registration for the evening ses- 
sion classes will be held from Sep- 
tember 8 through September 11 
in the college’s Shepard Hall, 
139th Street and Convent Avenue, 
from 6 p.m. to 8:30 p.m. 

The institute will conduct two 
courses in the history and growth 
of the feature and the documen- 
tary film. These courses are taught 
by Arthur Knight, film critic for 
the Saturday Review, and Roger 
Tilton, producer of the prize-win- 
ning Jazz Dance. Vy 

* * 2: 
Victor Appoints Three New 
Photo Equipment Distributors 

Victor Animatograph Corpo-a- 
tion has appointed three major 
photographic equipment distribu- 
tors to the Victor distributor or- 
ganization. They are Eastern Photo 
Supply, Raygram Corporation and 
Hornstein Photo Sales. 

The three new distributors will 
serve territories in areas outside 
of those reserved for exclusive Vic- 
tor audio-visual distributors. They 
will handle the company’s complete 
line of 16mm motion picture pro- 
jectors and accessories, profession- 
al editing equipment and sound 
slidefilm projectors. It 

* * * 
Reid Ray Adds Two 
to Writing Staff 


VISUAL AIDS 


MOTION 
PICTURES 


SLIDE 
FILMS 


SEYMOUR 

ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 





PLANNING AND PRESENTING THE SALES, TRAINING AND MERCHANDISING MESSAGE WITH 











Complete Facilities 
Under One Roof 


© PHOTOGRAPHY 
Titles and Animation 

® SOUND RECORDING 
Optical Effects 

e COLOR PRINTS 
Kinescope Recording 

e FILM EDITING 


Interlock Projection 


22 Years Experience 
Highest Quality 
Technical Ability 


W. A. PALMER FILMS, inc. | 


611 Howard St., San Francisco 











vw Reid H. Ray Film In- 
dustries, Inc., has add- 
ed two new writers to 
its staff. 

Robert C. Bruce joins 
the film company as cre- 
ative director, and 
will head the depart- 
ment. He has been in 
radio, tv and motion 
picture work for more 
than 20 years. 

Richard Upton has al- 
so joined the Reid H. 
Ray writing staff. & 


K 
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‘Film Scripts 





Four of the nation's leading 
Universities have designed 
their fund-raising campaigns 
around films written by... 





Associates * 
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Balch Re-elected Pres. of 
Photo Manufacturers Assn. 


William Balch, president of 
David White Instrument Company, 
Inc., Milwaukee, Wisconsin, has 


been re-elected for a second term 
as president of the National Asso- 





Re-elected NAPM president is 
Milwaukee's William Balch 


ciation of Photographic Manufac- 
turers, Inc. 

Elected as vice-presidents are: 
Ronald H. Smith, president, Smith- 
Victor Corporation, Griffith, Indi- 
ana, and Hy Schwartz, vice-presi- 
dent, The Kalart Company, Inc., 
Plainville, Connecticut. Chosen as 
treasurer was E. S. Lindfors, vice- 
president, Bell & Howell Company, 
Chicago. 

New NAPM directors include: 
F. Glenn Hamilton, vice-president, 
Pako Corporation, Minneapolis, 
Minnesota; Robert E. Lewis, senior 
vice-president, Sylvania Electric 
Products, Inc., New York City; 
Kenneth E. Reynolds, sales man- 
ager, Contract and Defense Prod- 
ucts Div., Bausch & Lomb Optical 
Company, Rochester, New York; 
Frederick G. Simmon, president, 
Simmon Brothers, Inc., Long Is- 
land City, New York. 

Association members are manu- 
facturers of photographic equip- 
ment for still and motion picture 
photography. a 





FOR SALE 


35mm ORIGINAL 
WALL CAMERAS 


Complete with 12-Volt motor, 


four lenses and two magazines. 


PRICE $1,200.00 


CAMERA EQUIPMENT 
COMPANY, INC. 


315 W. 43rd St., New York 36, N. Y. 
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RCA Victor Custom Recording covers more ground — faster — 
than any other service of its kind. Our engineers’ superior skill, 
reinforced by years of experience and the most up-to-date tech- 
niques and equipment, makes RCA Victor the constant leader 
in the field. 


RCA Victor also supplies the most extensive library of musical 
selections for slide films — at no extra cost. First quality record- 
ing, careful handling, and fast delivery go hand-in-hand with 
every order. 


Have RCA Victor Custom Record Sales provide you with its 


° 1958 


slide film, 


RCA VICTOR SOUND 





famous “one-stop” service — recording, editing, pressing, and 


shipping — for greater quality, economy, and results! 


RCA VICTOR CUSTOM RECORD SALES «bi 


New York 10, 155 East 2hth St........c0cccccsveccces MUrray Hill 9-7 % 
Chicago 11, 445 N. Lake Shore Drive. .........665660000: WhHitehall 
Hollywood 38, 1016 N. Sycamore Aveé....... 6.6.66 e ee ecnes OLdfic 0 
Nashville 3, 1525 MeGavock St............. auabscévencestine 691 
In Canada, call Record Department, RCA Victor Compan; , 225 
Mutual Street, Toronto, Ontario. For information concerning foreign 
countries, write or phone RCA International Division, 30 R« ler Plaza, 


New York 20, N. Y.— JU 6-3800. 


t 





4 Nationwide Broadcast Features Alex Dreier as 


NBC-Monitor Broadcasts a Salute 
to Audio-Visual Education 


Audio-Visual Education: you see a lot about 
it, hear a lot about it. But what is it? 


Reduce it to its simplest form, and work 


from there. Audio—sound. Visual—seeable 


Audio-Visual 


see it 


“Ear and Eye” education. You 


or hear it or both 


The tool is the thing; the tool that helps the 
youngster or adult to grasp the meaning of 
what is being taught. And the tool in this field 
takes many forms. 16mm films . Slides . 
charts and graphs and models recordings 
radio and television flat pictures . 


specimens filmstrips and transparen- 


cies 

These are the highly-specialized tools of a 
highly-specialized branch of modern education. 
Invaluable tools that can re-create history; slow 
down or speed up natural phenomena; send 
us snooping into the secrets of Nature and the 
complexities of business and industry, without 
being forced to leave classrooms or living- 
rooms 

This is the field that represents, in one sense, 
accelerated education. For the very nature of 
the tools it uses dictates an accelerated pace of 
learning. It might take an hour—or a whole 
day—to describe completely and accurately an 
industrial lathe. The size of it, the shape of it, 
how it works, what it does and what it can and 
cannot do. And what its finished product will 
look like and be like 


But take the same lathe. Capture it on mo 
tion picture film. Add sound and voice to the 
picture. Explain the subject as the picture im- 
plements the sound, and you have an audio- 
visual impact on the mind and ear that may 


“Private business took the cue and used 
the same tools to produc e the skilled arti- 


sans and technicians it required jor postwar 


demands on production 


Presented Sunday, July 27 from 6:05-6:15 
p.m. EDT Coast to Coast over NBC— 
Monitor (Radio) and sponsored by North 
American Van Lines, Inc., Fort Wayne, 


Indiana. Commentary by Alex Dreier. 








remain forever in whole or in part in the mem- 
ory of the student. 

One learned colleague of ours once remarked 
that there is so much to learn today that col- 
lege and university curriculums should be of 
at least 14 years’ duration. That, of course, is 
quite impossible. 

But it is possible to speed up the absorption 
rate of the learner. This is what audio-visual 
education does so well. 

No less an authority in the field of educa- 
tion than Professor Charles Schuller of Michi- 
gan State University recently told a Special 
Education sub-committee of the House of Rep- 
resentatives that the educational crisis in our 
country is much like that crisis which faced 
our armed forces at the beginning of World 
War Two. 

Suddenly, we found we had to educate a 
vastly increased number of human beings— 
educate them not as well as, but better than, 
all the others who went before them. Our very 
existence as a nation would hang in the balance 
if we failed to meet this educational challenge. 


So today, confronted by the international 
danger typified by the Sputniks, we face the 
prospect of too few teachers and too few 
schools to do the job required. And so mod- 





ern education turns to audio-visual techniques, 
much as the armed forces did when they were 
faced with too many men and too little time 
to teach so much. 


The armed forces employed audio-visual 
tools to accelerate the training of millions of 
men. Private business and industry took the 
cue, and used the same tools to produce the 
skilled artisans and technicians it required for 
the post-war demands on industrial production. 

Today audio-visual techniques have proved 
themselves beyond any doubt. Surveys at Har- 
vard and Columbia have shown that groups 
using films in science, social studies and music 
enjoyed gains up to 22 percent over groups 
which learned without them. Films and film- 
strips and pictures used in support of one an- 
other built up to 200 percent better vocabu- 
lary in fifth, sixth and seventh grade science 
students in another test school. 

And still other surveys showed that students 
whose learning was implemented with audio- 
visual tools retained 14 percent more of what 
they were taught in the Sth grade, while 7th 
graders retained 23 percent more. And Junior 
High School students showed a retention rate 
of 38 percent more than less fortunate stu- 
dents who were denied access to the modern 
visual aids. 

Other studies by Consitt of England, Knowl- 
ton and Tilton of Yale, Wittich and Fowlkes 
of Wisconsin, and the American Council on 
Education showed that audio-visuals stimulated 
children to read more books and to understand 
them better. 

Today the audio-visuals are smack-dab in 
the center of the Great American Educational 
Crisis. 

Today 41,000,000 American youngsters are 
in schools. Today they are asked to learn much 
more than their grandparents or even their 
parents. In 1900 there were 68 courses in the 
curriculum. Now there are over 800! 

There is so much MORE to learn. . . and 
there are so MANY more to be taught. Here, 
with apologies to Mr. Shakespeare, is the rub: 


“Suddenly, we found we had to educate a 





vastly increased number of human beings 


educate them not as well, but better than, all 


the others who went before them 


“It might take an hour—or a whole day—io 
describe an industrial lathe. But take the same 


lathe. Capture it on motion picture film 





ind you have audio-visual impact.” 
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“ Audio-visuals, overcoming limitations of time, 
size and space, are helping us understand better 
things which are too big, or too small.” 





There are 140,000 teachers Jess than needed 
to do a minimum job! 

The problem seems almost overwhelming. 
Yet audio-visuals have made progress in the 
last ten years that seems almost phenomenal. 
In those ten short years 400,000 new 16-milli- 
meter projectors have been put into use; 38 
new school-owned radio stations have begun 
broadcasting; 11,000 instructional films have 
been produced; 20,000 new audio-visual direc- 
tors and co-ordinators positions have been es- 
tablished . and at least a 100 percent ad- 
vancement in the field of educational television 
has been noted. 

Fantastic progress—but it’s still not enough! 
Audio-visuals must do more. And they will. 
Even today, right now, the A-V experts are 
planning new projects; button-holing their 
congressmen and urging them to write more 
audio-visual materials into their educational 
bills; beating the audio-visual drums at the lo- 
cal schoolboard level; selling the nation on the 
idea—the proven idea—that the proper use of 
audio-visual materials produces more learning 
quicker. And it’s learning that lasts longer! 

But there are obstacles in the path. 

Education costs more each passing year. Too 
many people feel that education as they knew 
it a decade or more ago is still good enough 
today. There is a natural reluctance to change 
any kind of change—and especially the kind 
that may not be easily understood. 

First of course, must come public under- 
standing of what the audio-visual specialists 
can do, have done and are trying to do, to aid 
American education. With understanding fol- 
lows public acceptance and public support. And 
so the campaigns have been carefully planned. 
Interest the parents in working with their 
PTA’s. Give the public the facts on A-V. Show 
them the same films and educational tools of 
A-V that their children can use to good advan- 
tage in their classrooms. Don’t sell audio-vis- 
uals: just display them, and they will sell them- 
selves. 

To many people, audio-visuals are a new 
thing. Gimmicks for good or bad that are a 
product of the last few generations. But in a 
larger sense, audio-visuals are as old as educa- 
tion itself. They started in a small way in the 
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students whose learning was imple- 


mented with audio-visuals retained 14 per- 
cent more of what they were taught .. . 


” 


textbook illustrations of the 18th century, 
spear-headed by the Moravian Bishop of the 
Reformation, Johann Amos Comenius. A cen- 
tury later Johann Pestalozzi introduced 
field study into his school. Later still, John 
Dewey presented his philosophy of education, 
freeing the mind and the eye of the child from 
the boring task of committing everything to 
memory, and allowing him to learn from a va- 
riety of experiences. 

Today, thanks to audio-visual aids, such ex- 
periences can be enjoyed in a classroom. Junior 
can take part in the building of the pyramids, 
the clashes of the crusades, or ride with Atilla 
the Hun, without ever leaving the security of 
Miss Hemingway’s history class 

Radio, of course, plays a vital role in the 
field of audio-visuals. Its tremendous impact 
was dramatized back on a quiet October eve- 
ning in 1933 when Orson Wells made his now- 
famous “Invasion of the Earth by 
broadcast. Wells’ too-clever interpretation of 
the mythical invasion frightened or disturbed 
more than one million persons all over the 
world who prayed and cried and fled from their 
homes after penning their last testaments. 

Nothing ever has, nor probably ever will, 
replace Radio for its reporting of contemporary 
events, its dramatizations and literary inter- 
pretations, its phonetic training and music ren- 
dition and commentary. 

Recordings, too, create a tremendous impact 
on the ear and mind, and are invaluable in 
diagnostic and remedial teaching, especially in 
the area of speech. Television combines the 
best of both audio-and-visual inducements. In 
the area of education, it has barely scratched 
the surface of its potentialities as an instrument. 

Audio-visuals, overcoming the limitations of 
time and size and space, are helping us under- 
stand better the things which are too big, like 
our solar system, or too small, like amoeba. 
Things that are too ancient—like Cro-Magnon 
man, or too new, like the planned shot to the 
moon. 

Audio-visuals—the modern tools for mod- 
ern learning. Holding the promise of a better 
educated tomorrow, a tomorrow in which edu- 
cation may be our key to survival. ld’ 
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“BOOK ALS 


The Focal Encyclopedia 
of Photography 


Now-—the one up-to-the-minute working 
reference on photography! 


Spanning an entire library of photo- 
graphic theory and practice, the new Focal 
Encyclopedia features 2,000 articles covering 
every aspect of photography including cine- 
matography. Complete with 400 choice pho- 
tographs and over 1500 pictorial diagrams, 
this authoritative volume is clearly written 
and alphabetically arranged for speedy 
reference 1,468 pages $20.00 


Techniques of ve 


Magnetic Recording =~ « 


By Joel Tall 
With a Foreword by Edward R. Murrow 


In this unique reference guide, Joel Tall, 
C.BS. expert on tape recording, describes the 
techniques used by professionals in broad- 
casting, telecasting and movie-making. More 
than a handy guide, it is a complete course 
from basic theory and equipment to special- 
ized methods and uses in education, enter 
tainmentr, business and industry. 

172 pages bibliography $7.95 


The Liveliest Art "ee 
A Panoramic History of the Movies .° 7 
By Arthur Knight 

This spirited and scholarly history of th 
movies also features data on the latest wick 


screen processes, a list of rental agencies o! 
16mm film, an index to 789 film titles and 
a survey of the 100 best books on film. “A 
‘must for industrytes’ bookshelves!" —V ar 
383 pages 


glossary 


illustrated § 
Order these books from your bookseller rite 


The Macmillan Comf n yf 


60 FIFTH AVENUE, NEW YOR' , Oe 
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Mind Your Own Business. . . 





.. ls bad advice for a salesman. 


Today’s successful salesman must be as concerned with 
your customer’s problems as he is with yours . . . and he 
must be equipped with the knowledge and professional 


skills that can contribute to their solution. 


Through the motion pictures and training programs 
we produce, we are helping our clients in industry 
to develop the ability of their salesmen to research 


.. evaluate ...recommend...and convince. 


—+t 
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HENRY STRAUSS & CO... inc. 


| COMMUNICATORS 31 WEST 53RD STREET - NEW YORK 19.N. Y 
| OF IDEAS PLAZA 7-O651 
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At Geneva in September, the U.S. Will Present 


Atomic Energy on the Screen 





A Comprehensive Program of 44 Motion Pictures is the U. S$. Contribution 


to the 2nd International Conference on Peaceful Uses of Atomic Energy 


ITH THE WoRLD’s peoples more deeply 
WW concerned than ever before over the 

potentially destructive uses to which 
man’s knowledge of nuclear energy may be put, 
the United States is assembling one of the most 
comprehensive arrays of motion pictures ever 
prepared for a scientific meeting to show atomic 
experts from 61 nations the ways in which we 
are now making—and planning to make—the 
atom work for peace. 

In a precedent-breaking program, the U.S. 
Atomic Energy Commission has prepared 44 
sound motion pictures, most of them in color, 
for presentation at the Second International 
Conference on the Peaceful Uses of Atomic 
Energy, to be held from September 1 to 13 in 
Geneva, Switzerland. 





Announced by Chairman John McCone 


Announcement of the wide-scale U.S. motion 
picture program for the Conference was made 
by John A. McCone, chairman of the Atomic 
Energy Commission. 

The 44 motion pictures, which have a total 
projection time of about 15 hours, have already 
been completed or are now in production, 
McCone said. Covering all major nuclear ap- 
plications and research activities in the United 
States, the films have been produced by the 
AEC and by many of its university and indus- 
trial contractors. 

Signifying the importance which the AEC 
attaches to the effectiveness of visual presenta- 
tion, only one of the films, Argonaut, has been 
released for distribution through the agency’s 
12 regional film libraries up to now. However, 
plans are that after the Conference prints will 
be sent to the AEC’s regional libraries for the 
use of universities, engineering, scientific and 
industrial groups, and individuals working in 
the field of atomic energy. 


Business Film Studios on Project 


Several well-known business film producers 
shared in the preparation of the AEC’s film 
program. These include The Jam Handy Or- 
ganization, which produced six; W. A. Palmer 
Films, with five; Audio Productions, with three; 
Tressel Studios, with two; and The Calvin 
Company, Colmes-Werrenrath Productions, 
and Ingraham Productions, with one each. 

Sound tracks for the films have been pre- 
pared in the four official languages of the Con- 
ference—English, French, Spanish and Russian. 
The four tracks will be heard simultaneously 
by means of a newly-devised sound system, 
called “Multi-Vox.” Earphones at each seat will 
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enable a listener to select the language of his 
choice. 

The U.S. film program will be exhibited in 
two sections. Seventeen of the films, varying in 
length between 14 and 50 minutes, will be 
turned over to the United Nations for showing 
at the Palais des Nations, along with those 
contributed by the other 61 participating coun- 
tries. 

27 to Exhibit in Special Theatre 

The remaining 27 short technical films, 
which run between six and 16 minutes, will be 
exhibited in a specially-designed, four-bay mini- 
ature theater included in the United States ex- 
hibit building, now under construction on the 
United Nations grounds. 

Located on the mezzanine floor of the U.S. 
building, the film facility will comprise four 
theaters in one. Each has its own screen, pro- 
jector, and Multi-Vox equipment, and seats 19 
persons. The films to be shown here are speci- 
fically designed to supplement the U. S. tech- 
nical papers and exhibits programs. 

Some 1,800 atomic scientists from 61 na- 
tions and nine specialized agencies of the United 
Nations are expected to attend the Conference. 

Illustrating the broad nature of America’s 
atomic energy program, the specially-prepared 
motion pictures are expected to contribute sub- 
stantially to this country’s total participation in 
the Conference; this will include the presenta- 
tion of hundreds of technical papers by Ameri- 
can scientists, and scores of working exhibits, 
including two operating nuclear reactors. 


Conference Theme is “Nuclear Power” 

Because the theme of the conference is 
“power,” many of the motion pictures will deal 
with the production of power by nuclear means. 

Some of these, like Power Reactors—U.S.A. 
and Atomic Power at Shippingport, will show 
reactors in operation; others, like Research 
Reactors—U.S.A., Experimental Boiling Water 
Reactor and Sodium Reactor Experiment, will 
show reactor experiments now under way in 
United States atomic centers. 

A 50-minute motion picture, Researches In- 
to Controlled Fusion, will survey the work now 
being done with controlled thermonuclear re- 
actions at the Los Alamos Scientific Laboratory, 
the University of California’s Radiation Labor- 
atory, the Oak Ridge National Laboratory, and 
Princeton University. 

The use of radioisotopes in medicine, agri- 
culture, and industry will be covered in the 
AEC motion picture program. Other films will 
deal with High Energy Accelerators and other 
aspects of nuclear science. be 





Scene from “Our Friend the Atom” 


ATOMIC ENERGY FILMS 
Medical Motion Pictures 
COBALT 60 RELOADING 


Reloading of a teletherapy machine with a 
radioactive source. Produced for the Atomic 
Energy Commission by Tressel Studios. (6 
min., color). 


IODINE 131 
Diagnostic and therapeutic use of the radio- 
isotope for hyperthyroidism, thyroid cancer, 
and heart disease. Produced for the Atomic 
Energy Commission by The Jam Handy Or- 
ganization. (13 min., color) 


LIQUID SCINTILLATION COUNTING 
Techniques for counting low-energy beta emit- 
ters commonly used in biomedical tracer work. 
Produced for the Atomic Energy Commission 
by The Jam Handy Organization. (13 min., 
color). 


CHROMOSOME LABELING BY TRITIUM 
Advantages over other radioisotopes as label- 
ing material in autoradiography. Produced for 
the Atomic Energy Commission by The Jam 
Handy Organization. (14 min., color). 


MODIFICATION OF RADIATION 
INJURY IN MICE 
Effects of chemical protection before radiation, 
and bone marrow transplant after exposure 
Produced for the Atomic Energy Commission 
by The Jam Handy Organization. (10 min., 
color). 


LOS ALAMOS WHOLE BODY COUNTER 
A radiation measuring device for monitoring 
personnel exposed to gamma radiation. Pro 
duced by Los Alamos Scientific Laboratory, 
AEC. (10 min., color). 


IONIZING RADIATION IN MAN 
Another type of body counter, designed for t! 
same purpose but operating on a diffe: 
principle. Produced by Argonne Nat’ al 
Laboratory, AEC. (13 min., color). 

RADIOPHARMACEUTICA! > 
Processing, packaging and distributic of radio- 
isotopes for medical and industria! uses. Pro- 
(CONTINUED ON PAGE FORTY-SIX) 
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The fight to save Julie's life starts in hospital's 


emergency room, where a resident physician 
tries to diagnose her unknown illness 


A medical technician makes tests of Julie's 
blood count as medical team goes into action. 


Above: radiologist and surgeons study x-rays, 
finally diagnose Julie's mysterious sickness as 
meningitis Now 


specific treatment begins. 


Below: as part of her recovery program, Julie 
is helped by hospital’s physical therapist. 


4 . 


A Helping Hand 


for Medicine 


VISUAL RECRUITMENT FOR RESEARCH 


Sponsors: American Medical Association 
American Hospital Association 
E. R. Squibb & Sons 
TitLe: Helping Hands for Julie, 30 min., b/w, 
produced by Henry Strauss & Co. 


The research director of a large drug com- 
pany recently said (as quoted in TIME): “I 
have the greatest spy system in the Western 
Hemisphere. We scout people all the time. 
It's a dangerous game, but the stakes are high.” 

He was talking about a desperate need for 
more people in medical research. There is now 
such a shortage that most drug houses are 
openly swiping research employees from each 
other. It is estimated that the critical need for 
not only physicians but medical technicians will 
not be lessened until more than double the 
current number of people working in medicine 
has been achieved. 

Encourages Careers in Health Field 

E. R. Squibb & Sons have felt that the only 
way to alleviate the shortage of people in the 
medical profession is, of course, not piracy, 
but skilled and early recruitment of young 
people while career choices are being made. 
This is the aim of the new film, Helping Hands 
for Julie, jointly presented by Squibb, the 
American Medical Association and the Ameri- 
can Hospital Association. 


The “Helping Hands” in the picture are those 
of the indispensable hospital staff who day-to- 
day see more drama, suspense and challenge 
in their lives than most heroes of fiction. 

“Julie's” story revolves around her fight for 
life when she is brought into the hospital emer- 
gency room—diagnosis: unknown. She is per- 
ilously sick and the crisis mounts as the 
unidentified disease brings her close to death. 
Her family doctor, a surgeon, and a resident 
mobilize the entire medical team and it swings 
into swift, disciplined and decisive action. 
Blood counts, urinalysis, spinal fluid specimens, 
x-rays, and constant observation by skilled eyes 
reveal the answer: Meningitis! 

The helping hands aiding the doctors in this 
vital search for the correct diagnosis are those 
of nurses, medical technologists, x-ray tech- 
nicians, and the medical record librarian who 
checks for clues in Julie’s past. 

With the diagnosis made, the drugs of the 
pharmacist, the nourishing food of the dietitian, 
the restorative work of the physical therapist, 
and the care of the nurse bring Julie back to 
health. The medical team has won another 
victory! 

How to Obtain “Julie” for Showings 

The new film will be available on loan, with- 
out cost, for showing to audiences in high 
schools, church groups, community organiza- 
tions and on television through Association 
Films, Inc. ae 


BUSINESS SCREEN 


Above: the efforts of the medical team restore 
Julie's health. Here, fully recovered, she is re- 
turned to her mother, ready to go back home. 


“JULIE” ON THE JOB 


LMOST AS SOON as it was released from 
A the laboratory, Julie started to perform 
its useful role of helping to interest young peo- 
ple in careers in medicine and health. 

The film’s official premiere was on June 25, 
during the American Medical Association con- 
vention in San Francisco. But Julie actually 
went to work as early as May I! to 17, the 
dates of National Hospital Week. 

Slogan for the Week was “Careers that 
Count.” American Hospital Association, one 
of the film’s sponsors, rushed first prints to state 
hospital boards throughout the country; and 
special showings for vocational guidance coun- 
cilors were arranged in many cities, combined 
in most cases with luncheon and a tour of 
hospital facilities. 

Julie also was a feature attraction at other 
special events scheduled by hospitals during 
the week, all of which emphasized the impor- 
tance and rewards of careers in this field. 

The film’s next big “date” was the 60th con- 
vention of hospital administrators August 18 
to 26 in Chicago. Daily showings were sched- 
uled from August 18 to 21. La 


Below: Strauss director Robert Wilmot (right) 


holds a briefing session just before shooting one 
of the sequences from the “Julie” film. 
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This Thought-Provoking New Motion Picture Provides 


A New Look at Productivity 


“1104 SUTTON ROAD” IS SPONSORED BY CHAMPION PAPER & FIBER COMPANY 


HE CHAMPION PAPER & FIBRE COMPANY 
Ti once again living up to its reputation 

as a “champion” of the American busi- 
ness film audience’s right to think for itself. 
Since October, 1955 when this sponsor re- 
leased the widely-publicized motion picture on 
communication with the quizzical title of Pro- 
duction 5118, more than two and a quarter 
million viewers have vindicated president 
Reuben B. Robertson’s belief that “informa- 
tive, non-commercial films on subjects impor- 
tant to everybody are one way of meeting our 
company’s obligation to be a good corporate 
citizen.” 

On August 15th, the latest 30-minute Cham- 
pion film, //04 Sutton Road, was released for 
nationwide distribution to 16mm audiences via 
Modern Talking Picture Service, Inc. Like its 
predecessors, Sutton Road was produced in 
Technicolor by Wilding Picture Productions, 
Inc. Theme of this new picture is one that can 
start a good argument almost anywhere in the 
business world today—productivity! 

“Productivity” certainly has many different 
meanings, depending on which side of the fence 





Adam Hathaway is an average plant worker. He 


has a home, a wife and two children, and the 


normal desire to earn more and live better. 





If he were only president of the company, then 
he’d have the answer, Adam thinks. Standing 
outside the president’s office, he imagines this. 
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you're on. Some link it with automation and 
are worried about it. Others say it’s an un- 
printable word that really means “speed-up.” 
And still others hold that “productivity” em- 
bodies all the elements of free enterprise, com- 
petition and progress that have earned Ameri- 
can industry the respect of its free world 
neighbors and its output a goal to be emulated 
by the Communists. 

Champion’s president puts it this way: “We 
gave writer Sam Beall another broad non-com- 
mercial assignment. The general theme (as in 
Production 5118 which he also scripted) was 
understanding. But this time the specific goal 
was to be understanding of productivity. The 
topic needs clarification that ought to prove 
useful to industry and related groups, educa- 
tion and the world at large.” 

1104 Sutton Road is the story of Adam 
Hathaway, a plant worker. Adam suffers the 
frustrations of every man who wants to get 
ahead in his job, enjoy a happy homelife, etc. 


Some Pictorial Highlights From 


the Picture “1104 Sutton Road” 


But he doesn’t seem to be accomplishing his 
wishes very quickly. He takes his problem to 
his supervisor and asks him for suggestions. 





ee. 
And then, as the president, he sees himself re- 
porting to his directors. There, too, the prob- 
lem is the same: they want more earnings, too. 





but he doesn’t seem to accomplish these things 
very quickly. Seemingly, his roadblocks are put 
there mostly by others, including his super- 
visors. 

Through a split-screen technique, a narrator 
(also Adam) lets him see himself in the role 
of his own foreman and then as the company’s 
president, reporting to the board of directors. 
He finds in the end that all share the same 
problem: how to get more of what each of 
them wants. The solution for each is the same: 
“to get more of what is materially important 
to you, you must first produce more.” 

There is an important qualification: //04 
Sutton Road doesn’t insist on the finality of 
this viewpoint. It says “here is one way to 
think about how to get more of what you want 
and need.” It also says, in effect, “it’s up to 
you to decide whether this concept is correct 
or not.” 

Pre-tested in the field by BUSINESS SCREEN, 
a print of Sutton Road was viewed by a top 
Employee Relations staff group of 22 men. It 
was well received but with reactions varying 
from strong disagreement with content to 
strong support. One man, who works in the 
field of labor economics and whose opinion has 
special value, praised it as the best treatment 
of productivity he has encountered. 

The 28 film exchanges of Modern should 
encounter very heavy demand for this thought- 
provoking and second challenging film contri- 
bution of this “Champion” of enlightened cor- 
porate citizenship. Le’ 


“a — A 


Then Adam sees himself in the role of his own 
foreman. Other workers in the plant come in 
with their problems; they're the same as his. 


2 
“President” Hathaway finally see ‘that, for 
everybody, the answer is: to get re of what 
you want, produce more of who others want. 





“Know Your Merchandise’ keynotes Cluett, Peabody's effective 


“Counter- Attack” for Retail Sales 


Arrow Lets Its Dealers Do Their Own Sales Training, But Gives 
Them Filmed Product Information to Help Close More Business 


SPONSOR 
Inc 


Cluett, Peabody & Co., 


TitLe: Counter Points, 28 min., 
color, produced by Caravel 
Films, Inc. 

Two years ago, Cluett, Peabody 
began collecting on-the-spot in- 
formation and true-to-life incidents 
to back up research for a film on 
the most effective ways to stimulate 
better selling at the retail level. 
making the 
interviews 


Before picture, 
scores of were con- 
ducted with leading store execu- 
tives and innumerable shopping 
surveys were made. As these stu- 
dies went forward it became in- 
creasingly clear that a high per- 
centage of sales were being missed 
because sales people lacked speci- 
fic merchandise information 
or failed to use it properly. Out of 
these findings came the keynote 
for the new Arrow film: “Know 
Your Merchandise!” 


Designed as Training Help 

Arrow believes that sales “train- 
ing” is more properly a function 
of each store according to its own 
situation and sales philosophy. But 
product information is a most nec- 
essary function that every manu- 
facturer should provide at the sales 
counter level as efficiently as pos- 
sible. Thus: Counter Points. 

Most manufacturers supply their 
retail outlets with booklets and 
leaflets, designed to point up the 
outstanding features of their mer- 
chandise. The problem. of course, 
is to get them used—effectively 


In Counter Points the value of 


Below 
tising 


Russell A. Ziegler, adver- 
manager, was responsible 
for Cluett, Peabody film project. 


all this material—to the sales per- 
son—is clearly demonstrated. For 
instance. in one scene a woman 
complains that the buttons kept 
coming off the last shirts she 
bought for her husband. Immedi- 
ately on screen the salesman is 
seen showine and proving that 
Arrow buttons are put on to stay. 
How did he get the specific facts 
that made his demonstration so 
impressive? The film tells how. 


Film Illustrates Sales Points 


As each sale progresses, the 
salesman is heard presenting his 
“counter points,” but also on 
screen is seen a clear-cut demon- 


* One reason Cluett, Pea- 
body chose film again to do 
a job for people behind the 
counter was its previous ex- 
perience with another Cara- 
vel-produced film on the 
American business system, 
Enterprise. This picture has 
now played to an estimated 
8,820,000 people on televi- 
sion, and 3,582,612 certified 
“live” people. It is going 
stronger than ever now, 
booked 100%, and is one of 
Modern Talking Picture 
Service’s most popular sub- 
jects across the country. 








stration of how he utilizes success- 
ful selling techniques in pointing 
out consumer benefits inherent in 
the product. 


While the selling situations pre- 
sented in Counter Points center 
around the sales of men’s furnish- 
ings, the principles set forth apply 
with equal strength to ail selling 
at the retail level. It is therefore 
not surprising that Arrow Counter 
Points is already being scheduled 
for store-wide showings and for 
the indoctrination of new sales 
people. 

Trade Likes “Counter Points” 

Since the film’s release a few 
months ago, Russell A. Ziegler, 
advertising manager of Cluett, Pea- 
body, and responsible for the film 
project, has received such response 
as this: 

“We'd like to use the film as an 
important part of our regular train- 


ing course for all new employees.” 


. department store in Birming- 
ham, Ala. 
* Bs ok 
“We liked Counter Points so 
much we showed it to our men’s 
department twice, and then once 
to all other store employees.” 
store in Logansport, Ind. 
oS £ ce 
“Our meetings in which we 
used your film Counter Points 
are over. We held six meetings 
which covered all our stores. 
I'm happy to tell you that the 


film was excellently received. It 
was well done, not over the 
heads of our sales people, and 
had no fantasy or the impossible 
about it. It also proves that you 
either go first class or you don't 
go at all in this competitive field. 
Counter Points is first class.” 

. Store chain in San Francisco. 


* oS * 


In addition to an expected audi- 
ence of 25 people in some 5-6,000 
stores, Arrow expects to find the 
film most useful for in-plant show- 
ings to its own 11,000 employees. 


Right Uress: a hey to Success 


New Film Helps Men's Wear Institute Spark "Dress Well" Drive 


Sponsor: American Institute of 
Men’s and Boy’s Wear, in co- 
operation with the National As- 
sociation Men’s Apparel Clubs. 


TitLe: The Cut of Your Jib, 14 
min., color, produced by Dallas 
Jones Productions, Inc. 


For the past two years, the 
American Institute of Men’s and 
Boy’s Wear has been conducting 
a “Dress Right” campaign through 
its more than 2,500 members in 
the United States. Theme of the 
AIMBW campaign is that dressing 
right is a major key to success in 
business and social life. 

The campaign is financed by 
all segments of the male apparel 
industry, including mills and yarn 
producrs, manufacturers, retailers, 
and miscellaneous groups. 


Spreads “Dress Right” Story 


Purpose of The Cut of Your Jib 
is to carry the “dress right” mes- 
sage to men all over America 
through tv screenings and by show- 
ings to men’s civic, social and 
church clubs. Local promotion of 
the film also will be advanced 
through showings sponsored by 
individual AIMBW and NAMAC 
groups in various communities. 

The film relates the experi- 
ences of Charlie Frazin, a sales- 
man who wears clothes that are 
outdated and badly coordinated. 
At a sports equipment and boat 
sales convention, Charlie rooms 
with Frank Edwards, salesman for 
a rival concern. Edwards, who has 
learned the importance of dressing 
correctly, gives Charlie some ad- 
vice and help with his clothing 
problems—with the result that he 
lands a big order and gets the re- 
gional sales manager’s job he wants 
so much. The picture artfully com- 
bines comedy and pathos to get 


Above: Charlie Frazin (center) 
gets tips on dressing right in this 
scene from AIMBW film. 


its message across in an effective 
but entertaining manner. 

“Just how long has this been 
going on, this dress right parade?” 
Charlie asks, as the importance of 
correct dress in his business life 
begins to dawn on him. And Frank 
Edwards speculates, as the film 
ends, “I wonder how many more 
Charlie Frazins there are?” 

AIMBW Is a New Sponsor 

The Cut of Your Jib was 
nationally premiered for the in- 
dustry at the annual convention 
of the National Association Men’s 
Apparel Clubs in Seattle, Wash- 
ington, on August 11. It was pre- 
viewed for leading male apparel 
industry members in New York 
City on July 21 and in Chicago 
on July 25. 

This is the AIMBW’s first pro- 
fessionally-produced motion pic- 
ture, although it has had two self- 
produced movies and a sound 
slidefilm in circulation among its 
members in previous years. If pres- 
ent plans materialize, a second 
color film, this one emphasizing 
(CONCLUDED ON PAGE 53) 
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New Dartnell Incentive Film Shows Salesmen How to Get 


More [ime for Selling 


"Solid Gold Hours" Tackles the Topic of Time Management 
as a Way to Build Personal Earnings and Company Business 


REMIERED Last MONTH be- 

fore several hundred members 
of the Sales Executives Club of 
New York City, and warmly wel- 
comed by those who saw it, was 
a new film challenge to America’s 
salesmen to budget their most 
precious commodity—time—as a 
principal means of increasing their 
sales effectiveness. 

Introduced to the Sales Execu- 
tives group by George Finch, vice- 
president in charge of sales for 
The Jam Handy Organization, the 
challenge was embodied in Solid 
Gold Hours, a 30-minute color 
motion picture produced by Jam 
Handy for The Dartnell Corpora- 
tion, Chicago, specialists in sales 
training aids. 





Only Selling Hours Count 


The film dramatizes the import- 
ance of time management as one 
of the ways in which a salesman 
can “beat the quota” in the months 
ahead. 

As every sales manager knows, 
the only selling hours that really 
count are those the salesman 
spends face-to-face with customers 
and good prospects. These are the 
Solid Gold Hours. And most sales 
managers agree that during the 
past 15 years of relatively easy 
selling, many salesmen have let 
down in managing their time to 
best advantage. 


How Sales Time is Lost 

National surveys show that the 
average salesman spends only 712 
hours a year in actual contact with 
customers, out of a total of 1,952 
hours of working time. What hap- 
pens to the other hours? The sales- 
man spends them between inter- 
views, in going from one buyer to 
another; in waiting to see custom- 
ers; in planning and reports—dig- 
ging up leads, laying out routes. 

Percentagewise, this figures out 
to 23% of his time between inter- 
views, 23% in getting ready to 
sell, and 18% in planning and 
making reports—a total of 64% 
of so-called “selling time” spent 
in non-productive activities. Only 
36% of the salesman’s time is left 
for face-to-face selling. That’s the 
national average. 

If, by budgeting his time more 
carefully, the average salesman can 
add just 30 minutes a day to his 
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face-to-face selling time, he'll add 
three weeks a year to his effective 
working period. These “extra” 
hours can increase his own per- 
sonal earnings, and improve his 
company’s sales volume. 
Starts Them Thinking 

In tackling the problem of 
wasted time, Solid Gold Hours 
deals with an admittedly ticklish 
subject. But it does this without 
accusing, finger-pointing or preach- 
ing. It admits that most salesmen 
are giving their jobs the best they 
have; yet it raises in their minds 
such questions as: 

“Am I making the best possible 


») 
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a ho Br | LF 
George Finch, Jam Handy v.p., in- 
troduces film to N.Y. sales group. 


use of my time in my own interest 
and in the interest of my sales 
record? Could I increase my sales 
if I planned my time more care- 
fully? How do other salesmen use 
their time to get more good inter- 
views?” 
A Trip to “Time Center” 

The film takes viewers to “Time 
Center,” an imaginary under- 
ground workshop where Mort 
Time (played by Monty Woolley, 
star of The Man Who Came to 
Dinner) has been commissioned 
by Father Time to help salesmen 
use their time more effectively. 
With the help of a new assistant, 
Minerva Leight (played by Ger- 
aldine Brooks), and a remarkable 
device that sees into the past, pres- 
ent and future, he shows just 
what happens to salesmen in vari- 
ous lines of business when they 
“get wise” to making the best use 
of their time. 

The film’s “over-the-shoulder” 
technique keeps salesmen from 
feeling that they’re being lectured 
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In imaginary “Time Center,” Mort 
Leight (Geraldine Brooks) can see 


to. The story touches only indirect- 
ly on salesmanship. A sales man- 
ager is introduced in an early part 
of the picture, but the story is 
about him, not by him. This treat- 
ment provides an opportunity for 
many indirect examples — seeing 
how the other fellow does it — 
while surrounding a serious sub- 
ject with lightness and good hu- 
mor. 
Dartnell Rates Films High 

The Dartnell Corporation, since 
1917 a specialist in sales training, 
is a long-time user of visual aids 

“The power of motion pictures 
in sales training should not be 
underestimated,” says Edwin H. 








Time (Monty Wooliey) and Minerva 
result of using selling hours wisely. 


Shanks, Dartnell’s executive vice- 


president. 
“A generation ago, only a few 
hundred companies were using 


motion pictures merely to ‘get over 
a message’ to salesmen or pros- 
pects. Nowadays thousands of 
companies are finding motion pic 
tures a powerful communication 
device that does a sales training 
job in hours when ordinary train- 
ing methods might require days 
and weeks for the same job 
“Pictures have become an econ- 
omy factor in training—a 
means for saving money when con- 
sideration is given to the invest 


sales 
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Sales manager in the film points out that by reducing the time spent in 


non-productive work, a salesman can gain 3 weeks 


selling time a year. 








“Solid Gold Hours” 


(CONT D FROM PRECEDING PAGE) 


ment in time involved and the 
need for quick action.” 

One of Dartnell’s earliest pro- 
ductions was the “Step-Up Sales 
Plan” series, produced in 1920 and 
based on actual experiences gather- 
ed by the company’s research staff 
Later. Dartnell produced the 
“Strategy in Selling” series, based 
on the J. C. Aspley booklets of the 
same title. Then came the first of 
a series of films featuring the well 
known sales-training team of Bor 
den and Busse 


First Sound Film in ‘51 

While Dartnell’s experience with 
sound-slidefilms back to 
1937, its first sound motion pic- 
ture was released in 1951. This 
was The Betiger Story, based on 
the best-seller, “How I Raised My 
self From Failure to Success in 
Selling”, by Frank Bettger. The 
company’s present schedule calls 
for one new motion picture every 
year 

Solid Gold Hours, Dartnell es 
timates, represents an overall in- 
vestment of somewhere between 
$60,000 and $70,000, not includ- 
ing sales and promotional costs 


dates 


Quality in Films Pays Off 
“We have learned through ou: 
with thousands of film 
buyers that cutting the quality of 
film production is false economy,” 
Mr. Shanks says 

“What every company wants to 


contacts 





buy is results. If a motion picture 
will produce results for them in 
their sales training, they have no 
hesitancy in paying a reasonable 
price for it. Maintaining high qual- 
ity in production is good insurance 
toward making certain the motion 
picture produces the desired re- 
sults.” 


How to Obtain This Film 

Solid Gold Hours will be avail- 
able on both a purchase and a 
rental basis. Either color or b/w 
prints can be supplied. Prior to 
the official release date (Septem- 
ber 30) color prints may be pur- 
chased for $295.00 for the first 
print, with extra prints $190.00 
each; black-and-white prints at 
$250.00, and $125.00 for extra 
prints after release date 
are: color, one print $335.00, ex- 
tra prints $210.00 each; black- 
and-white, one print $290.00, 
extra prints $145.00 each 


Prices 


Rental Rates Are Listed 

Rental charges are: for the color 
film, $1.00 per person, minimum 
$60.00; black-and-white, 
$1.00 per person, minimum charge 
$40.00 

The film is accompanied by a 
kit which includes a meeting guide, 
announcement poster, and samples 
of a 64-page book, “Solid Gold 
Hours: Making the Most of Time,” 
by J. C. Aspley; a “Time Ana- 
lyzer” for salesmen’s use in budget- 
ing their selling hours; and a 
money clip carrying the Time An- 
alyzer chart as a reminder that 
“time is money.” Ld: 


charge 


Shipbuilding: Joh and Challenge 


A New Film Seeks Young Engineers for Careers in Field 


SPONSOR: Newport News 
building and Dry Dock Co 


Ship- 


TitLe: Always Good Ships, 20 
min., color, produced by Fordel 
Films, Inc 


Ships built by Newport News, 
in the past, present and future, 
are the heroines of this new film. 
It will be used to acquaint young 
college engineers and other inter- 
ested groups with the big ship 
builder, primarily to interest them 
in making shipbuilding and the 
Company their career. 

Always Good Ships opens with 
scenes of the sea and the age-old 
challenge it has offered to men 
vho design and build ships. Em- 

isizing that this challenge has 

- been greater than it is to- 


d is unprecedented technical 
advances usher in a dramatic new 
34 


era, the film is dedicated “to the 
men who will design and build 
the mighty ships of tomorrow.” 

The theme is built around three 
young engineers reporting to work 
in the shipyard. These “actors” 
were played by young Newport 
News engineers selected in screen 
tests by Don Livingston, Fordel’s 
director. They are shown arriving 
at the Yard and inspecting many 
aspects of the plant’s facilities. Be- 
ginning with their first training, 
as they observe design activities, 
the film takes them through many 
phases of the plant’s operation. 
They are seen at their jobs and 
aboard the United States and 
Ranger for their duties on trial 
trips. a 
PRINT SOURCE: Newport News and 
Shipbuilding Company, Newport 
News, Virginia. 





Above: Audio vice-president Herman Roessle receives engraved watch 
as 25-year service award from president Frank Speidell (right), who said: 
“He has been a veritable Rock of Gibraltar in this company. His loyalty, 
endeavor and character have added lustre to our name.” 


Anniversary at AUDIO 


Veteran Staffers Help Celebrate a 25th Birthday 


oo EMPLOYEES of Audio 
»_) Productions gathered in the 
office of President Frank K. 
Speidell on the afternoon of June 
19 to celebrate the 25th Anniver- 
sary of the company. 

Audio, a leading producer of 
motion pictures for government 
and industry since its formation, 
has good cause to look back on its 
past with satisfaction. Volume has 
increased each year, and the first 
six-month period of 1958 has been 
the best in the company’s history. 


Noteworthy for Stability 


Not a little of Audio’s success 
can be attributed to the outstand- 
ing stability of the company and 
the loyalty and skill of its produc- 
tion team—most of whom have 


Below: among other Audio veter- 
ans (24 years of service) are Oscar 
Wagner, animation art supervisor, 
and chief editor Murray Margolin. 
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worked together for many years. 
A recent compilation of the length 
of service of Audio people showed 
these results: 


“10 with more than 20 years 
service 

15 with more 
service 


than 15 years 


22 with more 
service 


than 10 years 


30 with more than 5 years serv- 
ice 
and a good many talented new- 
comers with one to four years serv- 
ice.” 

The anniversary observance 
provided a happy occasion for Mr. 
Speidell to award a gold watch— 
the company’s 25-Year Service 
Award—to Herman Roessle, Au- 
dio’s vice president, who, with Mr. 
Speidell, has been with the firm 
since its foundation. 


How Audio Began in 1933 


Audio was originally formed 
by the Western Electric Company 
in 1933 as a subsidiary for the 
production of theatrical and spon- 
sored motion pictures. 


In 1938, in order to meet the 
needs of this growing concern, 
Western Electric turned over to 
Audio the facilities of the Para- 
mount Studios in Long Island City 
where Audio operated both as a 
motion picture producer and as a 
service organization for feature 
picture productions. 


In 1942, the U.S. Army Signal 
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Corps took over the Long Island 
studios and Western Electric then 
decided to enable certain of the 
key employees in Audio to pur- 
chase the company. This was ar- 
ranged with the help of Western 
Electric and the backing of out- 
side capital. The company is now 
wholly owned and operated by em- 
ployee-stockholders. 


Lengthy List of Clients 

During its years of operation 
Audio Productions, Inc., has ser- 
ved many of the best known com- 
panies and associated groups in 
the country. Satisfied clients and 
repeat business have been the basis 
for a continuous successful opera- 
tion. 

One example that can be cited 
is the Ethyl Corporation which has 
been an Audio client for 24 years 
during which 44 outstanding films 
have been produced. 81% of 
Audio’s annual business is now 
repeat business. 

Insurance Program Set Up 

In 1945, Audio set up a free 
$4,000 life insurance policy for 


P. J. Mooney, Audio’s secretary- 
treasurer and a former president 
of N.Y. Film Producers Assn. 





every employee, and during 1956, 
the company became one of the 
first film production firms to estab- 
lish a retirement income plan for 
all employees. This year, on the 
occasion of the 25th Anniversary, 
Audio has provided all employees 
with a major medical health in- 
surance plan. Set up by the Pru- 
dential Insurance Company, the 
plans pays 80% of all expenses 
(less $100 deductible) for illness 
up to $10,000. 


Provides Peace of Mind 
In announcing the new major 
medical plan on June 19, Mr. 
Speidell said that it might seem to 
be a paradox—for he hoped the 


a1 


Sheldon Audio 


sales 
manager, is a former Navy techni- 
cal advisor on training films. 


Nemeyer, 


plan would be something that no 
one would ever have to use. 
“Audio’s success, however, de- 
pends on your cooperation and 
efficiency,” he said, “Your peace 
of mind concerning your future 
security and protection from the 
worries of major medical expenses 
should enable you to do an even 
better job for both yourself and 
your company.” yy 


A TRIBUTE TO PICTURES AND PEOPLE 


rP\HROUGH THE YEARS, since both Audio and Business Screen 

began our separate careers devoted as one to the advance- 
ment of the film medium, these pages have carried thousands 
of lines describing the many resultful pictures created by this 
studio’s skilled producers and technicians. 


“By their works 


is a fitting tribute to those many 


Audio films which have delighted rural Americans under the 
aegis of Texaco, the life-saving contributions of the American 
Cancer Society, the informative, precise reels of technical 
material lensed for Ethyl, Carborundum, Western Electric 
—other films for education, medicine and public relations. 

A company like this, the capable and cooperative people 
who are that company—and the satisfaction they constantly 
provide to American business—these are the ingredients 
which justify our own life work and we are grateful to you 


for the opportunity to say . 
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. . Happy Birthday, Audio, and 
may you live to be a hundred and ten! 


OHC 





Audio Veterans 


Producers of Many 


Suceessful Films 
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L. S. Bennetts, long-time producer 
of notable films for important Au- 
dio clients, including series for the 
Texas Company. 





ey 

de 
Hans Mandell, who produced the 
award-winning “Cotton, Nature's 
Wonder Fiber” and many other 
training and pr. motion pictures. 





Harold Lipman, head of Audio's 
t.v. department and responsible for 
hundreds of successful television 
commercials in this studio. 
ae 

Right: Audio’s president, Frank 
Speidell, who launched the com- 
pany more than 25 years ago un- 
der Western Electric auspices. 





A. E. Gansell, producer-director, 
with outstanding credits for Ethyl 
Corp., Babcock & Wilcox, West- 
ern Electric and the AEC. 





Erwin Scharf, whose credits in- 


clude “Sounds Familiar” for Amer- 
ican Telephone & Telegraph Co., 
and other dramatic films. 





Earl Pierce specializes in the pro- 
duction of medical films for Audio 
clients. His productions have won 
many film awards. 











THE U.S.A. AT BRUSSELS 





A night scene captures the tranquil beauty of the U.S. pavilion 


A lest of Arms 


That 


Two Exhibits at Brussels 


Exemplify the World Contest 


by Charles Schwep 


‘ao ATOM is indeed the symbol 
of our age, and it is not sur- 
prising that it should have been 
chosen as the theme structure of 
the Brussels World’s Fair. The 
glittering Atomium towers over 
the Fair to proclaim “faith in man- 
kind’s ability to mold the atomic 
age to the ultimate advantage of 
all nations and peoples”. But its 
shadow now looms large and ugly 
in the eye of the mind and casts 
a cloak of fear across the face of 
the earth. It has become the sym- 
bol of the struggle between the 
West and World Communism and 
highlights the contest between 
America and the Soviet Union 
In Brussels this contest is the 
feature event for the thirty-five 
thousand visitors who daily arrive 
at the sprawling and beautiful site 
of the Fair. They gravitate to the 
area where the two Goliaths face 
one another across a busy avenue 
of banners, flags and general fes- 
tivity. 
“Selling” Two Opposing Views 
The two pavilions are as dis- 
similar as are the socio-political 
principles which they represent. 
Yet even to the casual and un- 
sophisticated viewer, they both 
serve the same purpose: They are 
salesmen for their respective na- 
al product and ideologies. 
Here is the contest, the test. And 


to the Communists it is war—a 
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test of arms. For to them “war is 
to be regarded as an organic whole 
from which the single branches are 
not to be separated and in which, 
therefore, every individual activ- 
ity flows swiftly into the whole.”’* 
Accordingly, a “peace” confer- 
ence, a cultural event or an eco- 
nomic aid program is as much an 
act of war as is military invasion. 
Perhaps more so considering the 
successes of the Soviets over the 
past twelve years. Krushchev has 
said: “We declare war. We will 
win over the United States. The 
threat to the United States is not 
the L.C.B.M., but in the field of 
peaceful production. We are re- 
lentless in this and it will prove the 
superiority of our system.” 

A More Attractive Package 

At first glance, we seem to win 
this contest hands down. Our 
“package”—the building itself—is 
infinitely more attractive than is 
the huge and unattractive Russian 
edifice. It is immediatciy apparent 
that here is a superb and significant 
American exhibit. But a building, 
no matter how attractive, is pri- 
marily a package for its contents. 

rhe sharp contrasts presented 
by the facades of the buildings are 
substantially greater inside. Our 
exhibition designers succeeded in 
their purpose of capturing a light 


*From Clausewitz as copied and underscored 
by Lenin 


and airy mood of tranquility and 
of excluding aggressiveness and ob- 
vious propaganda. 

The Russian pavilion, on the 
other hand, is heavily propagan- 
distic and dedicated to the theory 
of “hard sell”. It is dominated by 
a mammoth statue of Lenin, and 
the focal point which attracts the 
attention of the visitors is, of 
course, the gleaming Sputnik. The 
focal point of our pavilion—and 
also its dominant feature—is the 
Fashion Show. 





Russia Emphasizes Industry 

The Russians have so arranged 
their exhibits that traffic flows nat- 
urally from the massive entrance 
down an avenue of heavy machin- 
ery and thru a maze of technical 
displays. It is difficult for the vis- 
itor not to see most of what has 
been prepared for him to see. 

In the U.S. pavilion, there is no 
directed flow of traffic and because 





Above: 


Jean Dalrymple of the 
U.S. Commissioner's staff confers 
with Mr. Schwep (left). 


there are so many exits and en- 
trances, there exists a certain re- 
laxed confusion as people look 
about them and wonder where they 
came in, where they should go and 
where they should exit. Unavoid- 
ably, some visitors, accustomed to 
a directed flow of people else- 
where, react that “there isn’t really 
much to see.” But many others 
seem to enjoy this almost unique, 
undisciplined freedom. 

Our “low pressure sell” and the 
somewhat esoteric tone of our rep- 
resentation has inevitably netted a 
harvest of howls and grumblings 
from disenchanted American tour- 
ists, business men and self-styled 
propagandists. But few of them 
have offered useful constructive 
criticism. Perhaps these Amer- 
icans, who are our most severe 
critics, tend too much to judge our 
propaganda appeal in terms of 
American standards. 

The comment in the foreign 
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press supports the contention of 
the exhibit planners that our pa- 
vilion is exceedingly popular with 
the Europeans for whom it was 
designed and who constitute over 
90% of the visitors. Even so, and 
especially in the absence of any 
scientific poll of public opinion, it 
is evident that there is room for 
much honest disagreement. And 
one can only speculate about how 
much more criticism might have 
resulted had we determined to em- 
ploy a “hard sell” approach. In 
fact, one must speculate about the 
degree to which our “soft sell” 
really sells and whether our ap- 
proach has “staying power” which 
affects attitudes, refutes Soviet 
propaganda and helps mold opin- 
ion in our favor. 


Evaluation is Warranted 

Evidence of the popularity of 
the U. S. representation is abun- 
dant. So is evidence that the vis- 
itors are deeply impressed by the 
Soviet exhibit; for propaganda or 
not, the fact remains that their im- 
pressive display of industrial power 
has had its desired effect. Perhaps 
the public is not quite as skeptical 
about Russian claims following the 
spectacular accomplishment of the 
Sputniks. Perhaps a climate of 
opinion favoring greater believabil- 
bility of Soviet claims has been 
created which makes it easier for 
the Russians to sell; and con- 
versely, harder for us. 

It is evident that a thorough and 
scientific survey of public opinion 
is called for so that we can de- 
termine where we have succeeded 
and where we have failed, and sim- 
ilarly, determine the whats and 
whys of the strengths and weak- 
nesses of other national exhibits. 
Certainly our expenditure of over 
fourteen million dollars warrants 
such a “field” evaluation. The les- 
sons thus learned can benefit our 
planning for future international 
exhibitions and Fairs and might 
also suggest programs of value to 
the United States Information 
Agency and to our international 
cultural exchange programs. There- 
by, the taxpayer can, perhaps, be 
saved the cost of some future mis- 
takes. 4 
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AMERICAN COWBOY 


Sponsor: Ford Motor Company. 
Producer: MPO Productions, Inc. 
Brussels’ Fair Exhibition 

How today’s cowboy lives, 
works, plays . . . a Colorado cow- 
boy on the roundup, branding, on 
the drive to summer pastures, at 
the rodeo. 30 min., color. Avail- 
able from Ford film libraries: 15 
E. 53rd St., New York 22; 16400 
Michigan Ave., Dearborn, Mich.; 
1500 S. 26th St., Richmond, Calif. 
Cleared for TV. 


* * 8 
AN AGRICULTURAL 
PORTRAIT 
Sponsor: Minnesota Statehood 


Centennial Commission. 


Producer: Reid H. Ray Film In- 

dustries, Inc. 

Venice Film Festival: 1958 

Minnesota’s past, present and 
future—a story of her people, riv- 
ers, lakes, forests, farms and in- 
dustrial centers, and how the farm- 
er has adapted himself and the 
land to a changing economy. 26 
min., color. Available from Agri- 
cultural Extension Service, Inst. of 
Agriculture, St. Paul 1, Minn. or 
Reid H. Ray Film Industries, Inc., 
2269 Ford Parkway, St. Paul 16, 
Minn. Cleared for TV. 


* ok * 
THE AMERICAN ENGINEER 
Sponsor: Chevrolet Division, Gen- 
eral Motors Corp. 


Producer: The Jam Handy Organ- 
ization, Inc. 





Brussels Exhibition; 
Freedoms Foundation 
Encased George Washington 
Honor Medal Award 

Mighty achievements of this 
nation’s engineers . . . what these 
achievements mean to America .. . 
nuclear submarines, a light-weight 
“aerotrain,” electron microscope, 
Betatron atom smasher, radio tele- 
scopes . . . challenges of the fu- 


Scene in “The American Engineer” 
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Edinburgh and Venice Festival Selections by the National Cine 
Committee and Motion Pictures Showing at Brussels Worlds Fair 


ture. 29 min., color. Available 
from The Jam Handy Organiza- 
tion, Inc.: 1775 Broadway, New 
York 19; 310 Talbott Bldg., Day- 
ton 2, O.; 230 N. Michigan Ave., 
Chicago 1, Ill.; 2821 E. Grand 
Blvd., Detroit 11, Mich.; 1402 N. 
Ridgewood Pl., Hollywood 28, 
Calif. 


* * * 


THE AMERICAN ROAD 


Sponsor: Ford Motor Company. 
Producer: MPO Productions, Inc. 


Brussels’ Fair Exhibition 
From the muddy lanes of horse 
and buggy days to modern high- 
ways . . . America’s growth told 
in terms of transportation develop- 





Scene in “The American Road” 


ment... the swift, dramatic com- 
ing of the auto age. 43 min., color. 
Available from Ford film libraries 
(see above). Cleared for TV. 


* * * 
BAY AT THE MOON 


Sponsor: Remington Arms Co. 
Producer: MPO Productions, Inc. 
Brussels’ Fair Exhibition 

The intrepid hunter with his 
rifle searching the woods for foxes 
and coons. 28 min., color. Avail- 
able from MPO Productions, Inc., 
15 E. 53rd St., New York City. 
Cleared for TV. 


x es oe 
COLOR AND TEXTURE 
IN ALUMINUM FINISHES 
Sponsor: Aluminum Company of 
America. 
Producer: On Film, Inc. 
Brussels Exhibition; 
Venice Festival: 58 
Seattle Festival Certificate 


A vivid showcasing of alum- 
inum textures and colors for many 
industrial design uses—narrated by 


1958 


Walter Abel. 19 min., color. Avail- 
able from ALCOA Motion Picture 
Section, 818 Alcoa’ Bldg., Pitts- 
burgh 19, Pa. Also: Association 
Films, Inc. exchanges and Modern 
Talking Picture Service, Inc. ex- 
changes. 
* * # 


COTTON: 
NATURE’S WONDER FIBER 


Sponsor: Cotton Council Interna- 
tional. 


Producer: Audio Productions, Inc. 
Edinburgh and Venice Selections 
Special Agricultural Showing: 
Venice 

Designed to sell American cot- 
ton overseas . . . the history, nur- 
turing and qualities of cotton and 
its importance in garment fashions 
27 min., color. Available from the 
National Cotton Council, Audio- 
Visual Section, P.O. Box 18, 
Memphis 1, Tenn., and from the 
U.S. Dept. of Agriculture. 


& * * 
DEEP WELL 
Sponsor: Child Welfare League of 
America, Inc. 


Producer: Health & Welfare Ma- 
terials Center. 


Edinburgh and Venice Selections 


A documentary of the care and 
treatment of disturbed children in 
foster homes, boarding homes and 
institutions. Available from the 
Health and Welfare Materials Cen- 
ter, 10 E. 44th St., New York 
City. Cleared for TV. 


* * * 
ENERGETICALLY YOURS 


Sponsor: Standard Oil Co. (N.J.). 
Producer: Transfilm, Inc. Designs 
by Ronald Searle. 


Brussels Exhibition; 
Edinburgh Festival; 
Venice Festival; 
Columbus’ Chris Award 


Animated cartoon story of en- 
ergy as the lever of man’s progress 
. . . the power which results from 
efficient use of all energy sources 
from animal to atom. 13 min., 
color. Available from Standard Oil 
Co. (N.J.) headquarters, Rm. 
1600, 30 Rockefeller Plaza, New 
York 20. Cleared for TV. 


SPONSORED PICTURES AT 1958 FESTIVALS AND FAIRS 


THE EARTH IS BORN 
Sponsor: Life Magazine. 
Producer: Transfilm-Geesink. 

Brussels Exhibition; 
Edinburgh Festival: 
Venice Festival; City College, N.Y., 
Robert J. Flaherty Award 

Depicting the earth’s formation 
from its beginning in gaseous mat- 
ter to its solidification . . . first 
installment of a film series version 
of “The World We Live In” Life 
Magazine series. 30 min., color. 
For availability contact Life Mag- 
azine, 9, Rockefeller Plaza, New 
York 20. 


* * * 


THE EIGHTH ANNUAL 
DARLINGTON 


“SOUTHERN 500” 


Sponsor: Champion Spark Plug 
Company. 
Producer: Dynamic Films, Inc. 
Brussels Exhibition; 
Edinburgh Festival 


A whizzing documentary of the 
“major league” racing classic at 
Darlington, a multi-camera cover- 
age of lightning autos out to win 
the 500-mile competition. 25 min., 
color. Available from Champion 
Spark Plug Company, Toledo 1, 
Ohio. 


* * * 


FIBERS AND CIVILIZATION 


Sponsor: Chemstrand Corp. 
Producer: MPO Productions, Inc. 


Brussels’ Fair Exhibition 


Traces the story of fibers and 
textiles from ancient Egypt and 
China—down through the ages 

. Shows man-made fibers as the 
best. 28 min., color. Available 
from Modern Talking Picture Serv- 
ice, Inc. exchanges. Cleared for 
television showings. 





(CONT'D ON FOLLOWING PAGE) 
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HELPING HANDS 
FOR JULIE 


Sponsors: American Medical 
Assn., American Hospital Assn.., 
E. R. Squibb & Sons. 

Producer: Henry Strauss & Co., 
Inc. 


Edinburgh and Venice Festivals 


Fighting for the life of a little 
girl afflicted with meningitis, a 
complex medical team dramatizes 
the vital, exciting career opportun- 
ities in medicine. 26 min., black 
white. Available from Association 
Films, Inc., 347 Madison Ave.., 
New York. Distributed to TV by 
Sterling Television Co., Inc., 205 
E. 43rd St., New York 17 


a . * 


INFORMATION MACHINES 


Sponsor: International Business 
Machines 
Producer: Mr. and Mrs. Charles 


Eames. 
Edinburgh Festival Selection 


An animated explanation of the 
importance of a computer in mod- 
ern civilization—told in terms of 
the history of man. 10 min., color 
Available through local IBM 
branch managers throughout the 
country. 


+ os * 
IN THE BEGINNING 
Sponsors: General Petroleum 


Corp., Socony Mobil Oil Co., 
Magnolia Petroleum Co. 
Producer: Cate & McGlone. 
Brussels’ Fair Exhibition 


A dramatic visualization of the 
earth’s geological genesis three bil- 


lion years before Man . . . retold 
from Grand Canyon clues and 
ether representational photog 


raphy. 28 min., color. Available 
from Modern Talking Picture Serv 
ice, Inc. exchanges. 

fk * k 


THE OTHER CITY 


Sponsor: American Cancer So- 
ciety, Inc. 
Producer: American Cancer So- 
ciety: John F. Becker 
Brussels’ Fair Exhibition 
Racine, Wisconsin, pop. 75, 


000, is used to symbolize the num- 
ber of lives lost to cancer each 
year, lives that might have been 
saved through earlier detection and 
treatment. 22:30 min., color 
Available in l6mm and 35mm 
from the American Cancer Society, 
Inc., 521 W. 57th St., New York 
19, or through any ACS unit. 
Cleared for TV. 


FILMS AT THE FESTIVALS: 


* 
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The wonders of the Grand Canyon are pictured “In the Beginning” 


OUT OF THE NORTH 
Sponsor: Nash Motors (American 
Motors Corp.). 
Producer: MPO Productions, Inc. 
Brussels’ Fair Exhibition 
An outdoor classic which fol- 


lows wild birds from their breed- 
ing grounds in Canada to their 


southern wintering places . . . from 
the Arctic to Yucatan. 25 min., 
color. Available from Modern 
Talking Picture Service, Inc. ex- 


changes 
¢ « 

THE PETRIFIED RIVER 
Sponsor: Union Carbide & Carbon 

Corp., U.S. Bureau of Mines. 
Producer: MPO Productions, Inc. 

Brussels’ Fair Exhibition 

Depicting the prospecting for 
and processing of uranium and the 
peaceful uses of uranium in hos- 
pitals, agricultural establishments 
and preservation labs. 28 
min., color. Available from U. S. 
Atomic Energy Commission, Pub- 
lic Info. Serv. (pictorial), 1901 
Constitution Ave., N.W., Wash- 
ington 25, D.C. and regional of- 
fices. Also: Modern Talking Pic- 
ture Service, Inc. TV exchanges. 


food 


THE PIROGUE MAKER 


Sponsor: Esso Standard Oil Co. 
Producer: Arnold Eagle. 


Brussels’ Fair Exhibition 


An artistic documentary of the 
culture and craft of the Louisiana 





Acadians . . . observes the carving 
by hand of a pirogue canoe from 
a single cypress log. 12 min., color. 
For availability contact Esso 
Standard Oil Co., 15 W. Sist 
Street, New York 19. 
& ok = 

SAN FRANCISCO 
Sponsor: Santa Fe Railway. 
Producer: Ernest Kleinberg. 

Edinburgh Festival: 

Freedoms Foundation 

Honer Medal Award 

A tour of the Golden Gate City 

—which touches on its history, its 
people and economic importance 
; its unique vistas, variety of 
life .. . Fishermen’s Wharf, China- 
town, cable cars, Nob Hill. 30 
min., color. Available from Santa 
Fe Railway, Film Bureau, 80 E. 
Jackson Blvd., Chicago 4, IIl., or 


from nearest Santa Fe agent. 
Cleared for TV. 

2. os * 

SILK 


Sponsor: American Silk Council, 
International Silk Assn. U.S.A., 
Inc. 

Producer: Wheaton Gallantine. 

Brussels’ Fair Exhibition 
Silken impressions and images 
sans narration— unique motion 
picture techniques creating a fan- 
tasy of silk—wherein silk speaks 
visually for itself. 10 min., color. 

Available from International Silk 

Assn., U.S.A., 185 Madison Ave., 

New York City. Cleared for TV. 
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STROKES 


Sponsor: American Heart Associ- 
ation. 

Producer: Churchill-Wexler 
Productions. 


Film 


Venice Festival: 

Columbus’ Chris Award: 

Seattle Festival Certificate 
Animated illustration of the ef- 
fects of various types of strokes 
portrayal of stroke patients’ 
rehabilitation. 6 min., color. Avail- 
able through State Heart Associ- 


ations. 
BS Bd th 


THROUGH A 
REAR-VIEW MIRROR 


Sponsor: Firestone Tire & Rubber 
Company. 

Producer: Dallas 
tions Inc. 


Jones Produc- 


Brussels’ Fair Exhibition 


A balladeer laments the horse- 
less carriage . . . then he begins to 
appreciate what autos can do to 
open up the country and his dis- 
covery cues in a review of the 
1957 Glidden Tour. 262 min., 
color. This film will be available 
for general distribution, including 
TV, but as yet the distributor has 
not been designated. 

* * * 


THE TWO WHEEL BIKE 


Sponsor: The Mutual Benefit Life 
Insurance Company. 
Producer: Henry Strauss & Co., 
Inc. 
Venice Film Festival: 1958 
A boy’s struggle to earn a bi- 
cycle instead of accepting a bike 
from over-indulgent grandparents 
points up one family problem— 
the parental job of helping children 
to face their own problems. 28% 
min., black/white. Available from 
The Mutual Benefit Life Insurance 
Company, 520 Broad St., Newark, 
New Jersey. Not cleared for TV. 
we oe Sis 
YOUR SHARE 
IN TOMORROW 


Sponsor: The New York Stock 
Exchange. 

Producers: Knickerbocker Produc- 
tions and the International Film 
Foundation. 

Brussels’ Fair Exhibition: 
Seattle Festival Certificate 
Story of the New York Stock 

Exchange . . . its tree-shaded be- 

ginning on Wall Street, its present 

day function as the nerve center 
of business. 27 min., color. Avail- 
able from Modern Talking Picture 

Service, Inc. exchanges. 
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An Eye-Witness Report on 
the Film Exhibits at Brussels 


Cirearama Theatre Most Effective of U.S. Displays: 
Films Fortify Designs According to Charles Schwep 


LL THE UNITED STATES’ ex- 

hibits at Brussels are tools 
which must work together as a 
team, variously supplementing, im- 
plementing and/or strengthening 
one another. 

And of all exhibits, films have 
proven to be the most adaptable 
and flexible. They help strengthen 
weakness and correct omissions 
which may become apparent after 
the work of the designers is put to 
the test. This has long been the 
intent and plan of our designers. 

“Circarama” Wins Crowds 

It is significant that our most 
popular and effective exhibit at the 
Brussels exhibition is Walt Dis- 
ney’s superb Circarama, a motion 
picture show previously described 
in Business SCREEN. Among the 
three or four other exhibits which 
have been acclaimed most popular 
are the thirty-three different con- 
tinuously-running “loop films”. 
The foreign press has been gener- 
ous to both exhibits and Circa- 
rama, to most Americans, appears 
to be the only exhibit which gives 
a “truly representative picture” of 
the U.S.A. 

Both of these exhibits can be 
considerably improved upon, un- 
der different circumstances. The 
primary means of bettering Circa- 
rama would simply be to enlarge it. 
At present only 400 people can 
attend the 18-minute showing at a 
time. Without ballyhoo or promo- 
tion, we are playing to capacity 
houses even during weekday morn- 
ing hours. And because one must 
wait in line for as much as an hour, 
a great many people have been 
turned back. 

More Seating with 35mm? 

Enlarging Circarama to three 
times its present capacity would 
involve production and projection 
in 35mm instead of 16mm. This 
would more than treble the cost 





NUMBER 5° 


VOLUME 


of production and exhibition. The 
cost of the existing 16mm color 
production is $400,000, and Walt 
Disney has indicated that this was 
inadequate. It is estimated that an 
improved Circarama in 35mm 
would cost about one and one-half 
million dollars. But even at this, 
the cost might be cheap consider- 
ing it could reach and deeply im- 
press over four million people dur- 
tng the six-month duration of the 
Fair. 

Similarly, the “loop films” can 
be improved. Much has _ been 
learned from their production and 
exhibition and can result in a vast- 
ly improved product for future use. 
And this use need not be limited 
to exhibitions of the magnitude of 
a World’s Fair. 

Improving the “Loop” Films 

Firstly, the films are too long. 
Their average length of 2'!4 min- 
utes, while proper for some pur- 
poses, is a little too much for the 
circumstances attendant to a bust- 
ling World’s Fair. Here, the films 
should run no more than 1!4 min- 
utes each. But more important 
than length is the selection of sub- 
ject matter and its treatment. 

The most effective films are ones 
in which there is a great amount of 
movement and action. A loop on 
Sports is unquestionably the most 
popular subject. Farm Machinery 
at Work, a seemingly dull subject 
to most Americans, attracts large 
and interested crowds. 

A film entitled American Pag- 
eant features a football game, the 
Mardi Gras and a Rodeo—and 
draws large crowds. 

Another which features a day 
in New York City with its crowds 
and traffic (and stop-motion pho- 
tography) stops and intrigues. So 
does Nite Lights, a colorful and 
fast-moving travesty on neon signs. 





(CONTINUED ON PAGE 64) 





stands 
within the General Motors Tech- 
nical Center he designed. 


Architect Eero Saarinen 





Economist Miles L. Colean says 
that next decade should see $500 
billion construction boom. 





Edward Stone, designer of the U.S. 
pavilion at Brussels, talks of build- 
ing as work of art. 






Architect William 


Caudill asks 
Tyler, Texas students their opin- 
ions of school he designed. 


The New Age of Architecture 


Arehiteetural Forum Film 


The New Age of Architecture, 
recently selected for showing at 
the 12th Edinburgh International 
Film Festival, was produced for 
ARCHITECTURAL ForuM by Trans- 
film Incorporated to give insight 
and perspective to the $500 billion 
construction boom foreseen by the 
editors of the magazine during the 
next decade. The 42-minute black 
and white film is an informative 
treatment of the subject matter. 

“Architecture,” opens the nar- 
rator, “is an art and an industry. 
We are born in architecture and 
we die in architecture; we dwell 
in architecture and go to school 
in architecture; we love and dream 
and work surrounded by architec- 
ture. Even our livelihood is hinged 
to architecture, for in the years 
directly ahead the largest Ameri- 
can industries will be building and 
construction—Architecture.” 

What the Experts Say— 

With camera and tape recorder, 
Transfilm set out to corroborate 
this statement. They visited the 
experts of building and construc- 
tion—16 in all, comprised of archi- 
tects, builders, financiers and city 
planners. Viewpoints on the es- 
thetic, moral and economic impli- 
cations involved in architectural 
design are discussed by such lead- 
ers as Frank Lloyd Wright, Mies 
van der Rohe, Eero Saarinen, Rob- 
ert Moses, Edward D. Stone, Buck- 
minster Fuller, Victor Gruen and 


Looks to Building Boom 


others. The comments are im- 
promptu and were recorded on-the- 
job or at the site being discussed 
This accounts for the complexity 
of Transfilm’s editorial task. Film 
editors began with 12 hours of 
film footage and reduced it to 42 
minutes to which narration was 
added. 


Building’s Next 10 Years 


“Construction has remained 
close to 11% of gross national 
product since the end of World 
War II,” says Miles L. Colean, 
leading construction industry econ- 
omist who weaves a thread of prac- 
tical business implications through- 
out the film. Colean sums up the 
importance of architecture to the 
nation as a whole while establish- 
ing the fact that the $500 billion 
to be spent on construction in the 
next ten years will be equivalent 
to the value of all the buildings 
now standing in the United States. 

Frank Lloyd Wright cites the 
importance of making workers 
happy by giving them pleasant su: 
roundings, a “profitable thi: 
from an economic standpoint 
Wright further states that building 
today must use new material 
new ways, not new 
classic ways. 

“If the Orientals and eks 
had steel and 


material 


glass,” erves 
Wright, “we wouldn't hive to do 
(CONCLUDED ON :' 4GE 58) 








Above: the Barbre sound stage 
enter. 








Doorway is big enough for a truck to 
Walls, ceiling and doors are sound-proofed to shut out noise. 


Designed for BUSINESS 


THE NEW 


. rHE ROLLING University Hills 
section overlooking mile-high 
Denver, and commanding a 200- 
mile sweep of the Continental Di- 
vide from Pike’s Peak northward 
to Rocky Mountain National Park, 
is the modern film studio of Thos 
J. Barbre Productions—a plant de- 
signed, built and equipped exclu- 
sively for the production of sales, 
training and promotion motion 
pictures 





The studio’s 5,500 square feet 
of planned floor space incorporate 
ideas developed by Barbre in 30 
years of experience as a profes- 
sional photographer, the last 15 of 
which have been devoted inten- 
sively to the production of sound- 
color motion pictures for clients 
from coast to coast. 

Among highlights of the new 
studio complex is a 40- by 60-foot 
sound stage two stories high. Walls 


Control room windows allow full view of sound 
stage and voice room. Operator is a 5-channel film 
mixing console, with playback table at right. 





DENVER STUDIO OF BARBRE 


PRODUCTIONS 


and ceilings are lined with 3 inches 
of fiberglass insulation; and the 
floor is single-slab concrete, un- 
broken by any expansion joints. 


Room for Trucks to Enter 

The sound stage, which is at 
ground level, has an entrance large 
enough to accommodate trucks and 
heavy equipment needed in some 
productions. Barbre describes the 
entrance as “high, wide and 
handy.” The entrance is closed by 
two sets of sound-proof doors. 
Each door weighs 250 pounds, and 
all doors are mounted on ball- 
bearing hinges. 

A total of 400 amperes of cur- 
rent are available on the sound 
Stage; the over-all lighting capacity 
is 100,000 watts. 

Adjoining the sound stage are 
the voice recording studio and 
control room. The voice-recording 
studio, 16 by 18 feet, is completely 


recorders 


On July 26-29th. Some 2.000 Film Users 


This section of control room shows magnetic 
and music libraries at left. 


Racks (right) hold amplifiers, tape recorder. 


: ke MANAGEMENT EXECUTIVE faced with the necessity of making 
a budget decision on a business film project will have reason to 


reflect on the nature of the physical plant and technical equipment 


which is essential to create and build resultful films. 


To give the business and television film buyer an inside look at 


just one studio plant, the editors of BUsSINESs SCREEN have selected 
one located at the foothills of the Rockies, serving a diversified 


Mountain States clientele as well as government agencies, national 


accounts, advertising agencies, etc., from all over the U.S. 


No studio can be described as “typical,” but the recently com- 
pleted facilities in Denver, Colorado, of Thos. J. Barbre Produc- 
tions serves to illustrate the variety of physical and technical facilities 
necessary to produce motion pictures of professional quality today. 


sound-proofed. Recording equip- 
ment includes a Maurer six-track 
optical film recorder, a Maurer 
film phonograph, two Magnefilm 
magnetic film recorders, Berlant 
tape-recording equipment, and 
Fairchild synchronous turntables. 

A translucent screen in the voice 
recording room is used to project 
work prints from the synch pro- 
jection room during recording ses- 
sions. 

The control room is equipped 
with a five-channel mixing console 
and a complete assortment of pre- 
amplifiers, limiting, power and 
monitor amplifiers. Microphones 
are RCA, Altec, and Electro- 
Voice. Large windows in the con- 
trol room give the operator a view 
of both the sound stage and the 
voice recording room. 

Two Rooms for Film Editing 

Two film-editing rooms are pro- 
vided, making it possible to have 
several motion pictures in produc- 
tion at the same time. Equipment 
used in editing includes Moviola 
synchronizers and rewinds, Bell 
& Howell hot splicers and Camera 
Equipment Co. viewers. 

Maurer and Cine Special cam- 
eras are used in all production 
work. A sound truck, with its own 
independent power supply, is 


equipped to shoot 
sound in the field. 

Operators can draw on three 
film music libraries in selecting 
background music, intros, and 
other special musical effects. 

A sound-engineered theater, 15 
by 35 feet, does double duty as a 
screening room and for client or 
staff conference uses. When used 


synchronous 


for screenings, the room has a 


e 





provides 
room and 


access 
offices. 


Reception area 
to screening 
capacity of 50 persons, who can 
recline in tasteful red-leather up- 
holstered chairs. Walls are blue- 
gray, drapes deep blue, and the 
curtain is silver white. 

The curtain is motor-operated, 
with opening and closing control- 
led by limit switches. The curtain 
opens or closes automatically by 
touching one button. 

Fluorescent valance lights along 


Assembling picture into A and B rolls for print- 
ing, in Editing Room. 
winds are Moviola; splicers, Bell & Howell. 


Synchronizer and re- 
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and Dealers Came.to the 18th 








Above: the studios of Thos. J. Barbre Productions are built and 
located to handle a wide variety of motion-picture making condi- 
tions efficiently. Sketch at right shows how the studio’s interior 
is arranged for film production. 


walls of the screening room are 
dimmer controlled for screenings; 
those in the room’s center are in- 
candescent for conference use. 

The theater is equipped with 
conventional and interlock projec- 
tors, permitting a variety of pre- 
sentation. 

The new studios are air condi- 
tioned throughout. The air-condi- 
tioning system keeps the interior 
constantly pressurized, to keep out 
dust. 

Engineered for Good Sound 

The building itself is of concrete 
block construction, with poured 
concrete roof topped with conven- 
tional asphalt and gravel. This 
type of construction is credited 

















with being largely responsible for 
the building’s excellent sound-en- 
gineering. 

Selection of the studio’s site also 
was a part of Barbre’s plans. The 
plant is situated in a booming new 
business area in southeast Denver, 
half a block from the southern 
terminus of the Valley Highway, a 
50-miles-an-hour expressway into 
the city. 


It is 15 minutes by automobile 
from the municipal airport, less 
than half an hour from the foot- 
hills of the towering Rocky Moun- 
tains, and right on the edge of the 
Great Plain. Thus virtually any 
kind of shooting conditions are 
only minutes away. tad’ 


FILM-MAKING: A JOB FOR MANY HANDS, MANY TALENTS 


Right: screening 
room, looking 
toward stage and 
doorway to 
reception area. 
Curtains are 
motor-operated, 
open or close 

by push-button. 
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Left: cutting and assembling 
work prints and originals 
in second Editing Room. 
Below: projection booth for 


screening room above. 
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A Picture of The Research Wizardry That Helps 


Plastics Serve Modern Dentistry 


SPONSOR: 
oratory. 
TITLE: The Wizards of Os, 20 
min., Triad color print, pro- 
duced by Southwest Film Center. 
Macabre music intrigues, a pair 
of ghouls are observed at night— 
busy over a grave. They are ap- 
prehended by a guardian in blue 
who pistol points them off to their 
reward. By robbing a grave in the 
17th century, the creeps have com- 
mitted a capital crime. They also 
have not improved the reputation 
of anatomists, believed to be re- 
ceivers of bodies dug up by ghouls. 
From this novel historical pro- 
logue, The Wizards of Os moves 
interestingly toward completion of 
its primary market duty: to intro- 
duce to dentists an anatomically 
correct plastic skull reproduction 
which can be used to demonstrate 
dental problems to patients. 
Early Obstacles Traced 
In its background sequences, the 
film notes that because of public 
distrust and other obstacles, the 
anatomists had difficulty perfect- 
ing their science and teaching it. 
A bearded professor bravely out- 
lines the cranial structure on his 
blackboard, but when a student 
questions him on one precise ana- 
tomical location, the prof cannot 
answer for lack of a specimen. 
Though anatomy became a pro- 
ficient, respected science—the very 
meat and bone of medicine—the 
classroom situation of prior times 
echoed into the present. Due to 
the great growth of medical prac- 
tice and instruction, the problem 
of anatomical demonstration per- 
sisted. A long search for a substi- 


Medical Plastics Lab- 


tute for bone which could serve 
to duplicate anatomical structure 
and which would be durable and 
remain clean has resulted in the 
development of new plastic sub- 
stances and techniques. 

“Wizards of Os” (os: bone) at 
Medical Plastics Laboratory are 
seen plying the wizardry which 
achieves plastic reproductions from 
a fully articulated plastic skull. 
This kind of wizardry also pro- 
duces plastic spinal column as- 
semblies, skulls and complete skel- 
etons which are used in medical 
and biological studies, making 
scientific education exact. 

Plastics in a Murder Trial 

The value of exact anatomical 
replicas extends beyond the lab, 
the classroom and the 
office — 


doctor’s 
into civil and criminal 
court trials. In a murder trial scene, 
the film shows an astute lawyer 
using a plastic skull to demonstrate 
that the death was accidental. 
Bringing its product story home 
to dentists via dentist-patient 
images, the film illustrates how an 
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Above: grave-robber 
scene from “Wizar 


























Visual Association, chief sponor 
of the convention and exhibit, sep- 
arate meetings or workshops sched- 
uled during the four-day period in- 
cluded: 


Above: William W. Birchfield, re- 
tiring president of NAVA, receives 


commendatory plaque from the 


new president, P. H. Jaffarian 


The national conference of the 
Educational Film Library Associa- 
tion, drawing heads of a-v depart- 
ments in schools, colleges, and 
libraries; the A-V Workshop for 
Industrial Training Directors, for 
training supervisors in business 
and industry; the Agricultural Au- 
dio-Visual Workshop, for county 
agricultural agents, vocational ag- 
riculture teachers, and agricultural 
extension workers; the A-V Con- 
ference of Medical and Allied Sci- 
ences, bringing together represent- 
atives from a-v departments in the 
medical field; the Religious A-V 


 Racomen FORWARD to an era of 
growing importance and serv- 
ice of the audio-visual industry to 
all areas of American life, nearly 
2,000 a-v dealers, distributors and 
users took part in educational ses- 
sions and saw newest developments 
in equipment at the |8th annual 
National Audio-Visual Convention 
and Exhibit, held July 26-29 in 
Chicago’s Hotel Morrison. 


business 
Audio- 


Besides general and 


sessions of the National 





NAVA past presidents lunch and discuss present and future. Back row 
(from left): D. T. Davis, Alan B. Twyman, Jasper Ewing, William Birch- 
field, immediate past-president; Ainslie R. Davis, Jack E. Lewis. Front 
row (from left): P. H. Jaffarian, president-elect; J. K. Lilley, E. E. (Jack) 


Carter, Don White, exec. v.p.; Olson Anderson, Horace O. Jones. 


NAVA Business and Industry Council meeting during the convention. 
identifiable (1. to r.) are: Earl Harpster, Cleveland; Charles Appel, Pitts- 
hu ch; W. W. Birchfield, NAVA board chairman; Robert Abrams, Phila- 
di ia, Council chm.; Henry Ruark, NAVA pr. man; P. H. Jaffarian, 
NAVA _pres.; Charles Musson, Chicago; Frank Creasy, Richmond. 








Workshop, for church directors of 
religious education, pastors and 
other religious a-v workers; and 
the regional meeting of the Indus- 
trial Audio-Visual Association. 

Attendance at this year’s event 
was just about even with the 1957 
meeting, NAVA convention head- 
quarters reported. There was a 
slight drop among groups other 
than NAVA itself, but this de- 
crease was covered by an estimated 
5 to 7% higher attendance among 
a-v dealers, manufacturers, pro- 
ducers, distributors and other 
trade and industry personnel, 
NAVA said. 

Jaffarian New NAVA Head 

New president of NAVA is 
P. H. Jaffarian (Audio-Visual 
Center, Seattle, Wash.), a 12- 
year veteran of the a-v field. He 
succeeds William W. Birchfield 
(Alabama Photo Supply, Mont- 
gomery, Ala.), who becomes 
chairman of NAVA’s board of di- 
rectors. 

Other new officers are: 

W. G. Kirtley (D. T. Davis Co.., 
Louisville, Ky.), first vice-pres- 
ident; Rev. Harvey W. Marks 
(Visual Aids Center, Denver, 
Colo.), second vice - president; 
Mahlon Martin (M. H. Martin 
Co., Massillon, Ohio), secretary; 
and Harold Fischer (Photosound 
of Orlando, Fla.), treasurer. 


Elections to NAVA Board 
Elected directors for the coming 
year were: 
Directors-at-large: M. G. Greg- 
ory (Photo Sound Sales, Lubbock, 


Tex.); Howard Orth (Midwest 
Visual Education Service, Des 
Moines, Iowa). Robert Abrams 


(Williams, Brown and Earl, Inc.., 
Philadelphia), was appointed to 
fill the unexpired term of secre- 
tary-elect Mahlon Martin as direc- 
tor-at-large. 

Mrs. Ruth Walsh (James E. 
Duncan, !nc., Rochester, N.Y.), 
was elected Middle Atlantic re- 
gional director; Mackey Barron 
(H-B Motion Picture Service, New 
Haven, Conn.) was appointed to 
replace Harrison Harries (Harison 
Harries Co., Hartford, Conn.), 
who has resigned because of ill- 
ness. Earl WHarpster (Harpster 
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On July 26-29th, Some 2,000 Film Users and Dealers Came.to the 18th 


National Audio-Visual Convention 


With Program Emphasis on Better Selling, Market Potentials and Wider Film Use, 
Convention Visitors Throng World’s Largest Display of A-V Equipment & Services 





Joe Allendorf, director of market- 
ing for Eastman Kodak Company, 
tells NAVA “What's Cookin’.” 





Outgoing president of the NAVA 
Institute Board of Governors, 
Frank Creasy, greets his successor, 
Al Hunecke (DuKane). 





Keynote speaker at the A-V Work- 
shop for Industrial Training Direc- 


tors, Grosvenor C. Rust, shown 


here during his presentation. 


Audio-Visual Facilities 
for the NAVA Convention 
were furnished by the 
National Rental 
& Projection Service, Inc. 
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Above: Don White checks 


final 
program script with Jean Moore 


of NAVA_ staff as Bill Kirtley, 
NAVA _ y.p., makes timing notes. 


Audio-Visual Equipment, Cleve- 
land, Ohio), is the new Midwestern 
regional director; Mrs. Eloise 
Keefe (Texas Educational Aids, 
Dallas), is regional director for 
the Southwest; and Peter Allinger 
(Viewsound Supplies, Vancouver, 
B.C.) is Canadian regional direc- 
tor. 

Allendorf Gives Market Picture 

Speaker at the NAVA’s first 
general session was Joe Allendorf, 
director of market development for 
Eastman Kodak Company, whose 
visual presentation of “What's 
Cookin?” supplied some interest- 
ing statistics on the present and 


future developments in the a-v 
market. 
“Selling Profitably by Tele- 


phone” was presented visually by 
William A. Garrett, sales engineer 
of the American Telephone and 
Telegraph Company. 

Future trends in film distribu- 
tion were discussed at a panel 
meeting of which Paul R. Foght, 
general manager of Ideal Pictures, 


~ 


Honest answers to some of the industry's most controversial problems 
were supplied by a “Court of Last Retort” presided over by John J. Dostal. 
This was the climax of the NAVA convention's closing general session. 
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Inc., was chairman of this session. 


“The A-V Dealer, 1960” was 
the intriguing topic with which 
John J. Dostal, of Language Lab- 
oratories International, led off the 
second general NAVA _ session. 
Acting as “presiding judge” of a 
“Court of Last Retort,” Dostal 
posed some provocative problems 
concerning future sales activities. 
Members of the “Court”, their 
identities shielded by means of a 
shadowgraph technique, gave can- 
did answers to controversial ques- 
tions from audience members. 


Other speakers at this session 
were Rev. S. Franklin Mack, ex- 





Above: NAVA secretary Mahlon 
Martin, of Massillon, Ohio, handles 
sound equipment during a session. 


ecutive director, Broadcasting and 
Film Commission, National Coun- 
cil of Churches, who discussed “Is 
There a Future in Religious 
Films?”, and J. Roger Deas, of 
American Can Company, who out- 
lined “The Vision of America.” 
At the Conference of the Edu- 
cational Film Library Association, 
a highlight was a discussion of the 
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Hard at work backstage were crews of NAVA officials and assistants, 
manning visual and sound equipment so that convention audiences would 
witness the most effective presentations possible. Here's typical scene. 


use of human relations films in 
industry by LeRoy A. Born and 
John A. Flory. 

Birchfield Cited for Service 

Retiring NAVA president Birch- 
field was honored for a year of 
“outstanding service and excep- 
tional leadership” in a ceremony 
during the final NAVA session. 
President-elect Jaffarian, for the 


yet U 


f 


More backstage equipment operations during one of the cons 


sions. 


that program was run off 


Harold O. Laughiin (left) and his assistant are on gu 
without 


a 


Birchfield 
He also 


association, presented 
with a memorial plaque 
received the gavel he has used in 
presiding at meetings during the 
past year. 

The efforts of Eastman Kodak 
Company in working with the Au- 
dio-Visual Commission on Public 
Information won industry- 
wide recognition during the meet- 


also 











wl S@S- 
io msure 
took « ul timing. 


hitch. This 








Above: LeRoy A. Born and John 
Flory illustrate a discussion of the 
use of human relations films in 
industry, during EFLA meeting 


ing. A resolution praised Eastman 
for its contribution of research 
talent, materials and production 
on the commission’s first visual 
presentation, The Case of the Cur 





Above: Ray 
Films, Inc., and 
check script and sound 


Swank, of 
Mary 


Swank 
Simson 


ious Citizens. Adrian TerLouw, 
Eastman educational consultant, 
coordinated production of the 36 
slide color presentation, which also 
includes a narrator’s script, a re- 
corded narration, and suggestions 
for adapting the program to many 
groups. 


\bove: 


The Case of the Curious Cit- 
izens follows a father and mother 
as they learn what the modern 
teaching tools of audio-visual edu- 
cation are, and how they are ap- 
plied to a typical American public 
school. 

Jasper Ewing, Sr., oldest active 
member of NAVA and a past pres- 
ident, was honored by a special 
convention resolution. Mr. Ewing, 
of Jasper Ewing & Sons, New Or- 
leans, is 79, and has been active 
in the business right up to now. 

The resolution cited the wise 
guidance and foresight of early 
members of NAVA such as Mr. 
Ewing, who was one of those ac- 
tive in the National Association of 
Visual Education Dealers, fore- 
runner of NAVA. He was pre- 
sented a plaque commemorating 
his service to the association. 

New A-V Booklet Previewed 

Previewed at the convention 
was a new booklet sponsored by 
the A-V Commission on Public In- 
formation, titled “Launching Your 
A-V Program.” The 16-page book- 
let is a guide for school adminis- 
trators in setting up an a-v pro- 
gram in public or private schools. 
Sketch-illustrated to emphasize ma- 
jor points, the booklet discusses 
the function of audio-visuals in 
modern teaching-learning _ situa- 
tions, provides reference sources. 

The booklet was prepared for 
the commission by the Audio-Vis- 
ual Leadership Council of New 
Jersey and the Audio-Visual Di- 
rectors of Ohio, under the coord- 
inating leadership of William King. 

New chairman of the National 
Institute for Audio-Visual Selling 
is Al Hunecke of the DuKane 





Panel on University Film Libraries Serving Industry. (l. to r.) 


John R. Hedges, asst. dir., Bureau of A-V Instruction, State University 
‘ lowa; Neville Pearson, University of Minnesota; Ford Lemler, Univer- 
uy of Michigan; Tom Hope, Eastman Kodak Company; and Edwin 
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4-V Extension Service, University of Minnesota, panel chairman. 


Right: Fred Amift, 
Kraft Foods, Inc., dis- 
cusses movie he will 
show at Industrial 
Training Directors 
meeting with Elliott L. 
Hirsch, A-V_ Dept., 
Chicago Transit Au- 
thority, and Lee L. 


Kilbourne, Navy Dept. 





Corp., St. 
succeeds Frank Creasy, W. A. 
Yoder Co., Richmond, Va., as 
head of the board of governors for 
the a-v sales and professional train- 
ing session sponsored annually by 
NAVA at Indiana University. 

Vice-chairman of the board will 
be Howard Holt, of Audio-Visual 
Film Service, Inc., Birmingham, 
Ala. New members of the board of 
governors are: 


Charles, Ul. Hunecke 





Left: Galon R. Miller, 
South Bend, Ind.; Wal- 
ter Wittich, University 
of Wisconsin; and 
John South 
(Ind.) School, discuss 


use of a-v materials to 


Finster, 


enrich the educational 
program of gifted chil- 


dren. 


Russ Yankie, representative for 
Charles Beseler Co. and Viewlex, 
St. Petersburg, Fla., re-elected; 
Clif Squibb, Squibb-Taylor, Dal- 
las, replacing Joseph Meidt, Cou- 
sino’s Inc., Toledo, Ohio; Larry 
Skeese, Films Unlimited, Mans- 
field, Ohio, succeeding Kalman 
Spelletich; and Jack Britton, Amer- 
ican Optical Co., Buffalo, suc- 


ceeding Prentice Ford, American 
School Publishing Co., New York. 





Above: Shown at meeting of Industrial Audio-Visual Association during 
the convention are Regional Dir. V. E. Johnson, Standard Oil Co.; Frank 
Greenleaf, president of [AVA, and a panel consisting of Bill Harden and 
Ruth L. Ratny, Fred Niles Productions, Chicago; Dr. Burleigh B. Gardner 
of Social Research, Inc., and film producer Fred Niles. 
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How to make your 
budget buy more 
16mm SOUND 
PROJECTORS 


Whether you need a single projector or a “fleet” of more than 
100, here is the machine that can make your budget go further: 
the NEW Kodak Pageant Sound Projector, Model AV-085. 


You pay only $439* to get famous Pageant 
performance: sparkling, bright pictures filled 
with detail, because the Super-40 Shutter gives 
40°, more light than ordinary shutters at 
sound speed; easy setups, because reel arms 
fold into place, without turning a screw; 
lifetime lubrication, so you need never worry 
about interrupted schedules. 

PLUS these 4 new features: 

(1) Eleven-inch speaker in baffle case for 
full, natural sound. (2) Printed circuits in the 
new 8-watt amplifier for durability and reli- 
able service. (3) Three-wire power cord to meet 
all electrical codes. (4) New tungsten carbide 
pulldown tooth for long, dependable per- 
formance. 

Let a Kodak Audio-Visual Dealer put the 
new AV-085 through its paces. Or write for 
complete details. Either way you're off to 
a good start toward making your budget 
buy more. 





With the new Pageant AV-085 you get top performance for just $439*. This new design 
*List price subject to change without notice incorporates important Pageant features ot a price that makes your budget go further. 





11-inch oval speaker mounted in baffled enclosure gives full, 3-wire cord, with 2-wire adapt- No more worries about lubrication because a Pageant y 
notural sound. It's matched to the new 8-watt amplifier. er, meets all electrical codes. is lubricated for life, always ready to go with the show. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 








SPEED QUALITY 





























Personalized 
SERVICE 








MOTION PICTURE LABORATORIES, INC 
Phone BRoadway 5-2323 
1672 Union Ave., 


Memphis 4, Tenn. 





The Master Craftsmanship 
1 Jour Film Deserves 
_ | 


















SALESMEN GET IN 
STORY GETS TOLD... 



















* Theater Quality 
lé6émm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys oa 

theater presentation on 

his desk. Sets up easily 

in three minutes or 
less. You're in with your 
story — You're out 
with o sale 


Ideal for large 


screen projec- 
tion too. 


U. 5. Films on Atomic Energy: 
(CONTINUED FROM PAGE TWENTY-NINE) 
duced by Abbott Laboratories by The Jam 
Handy Organization. (1614 min., color). 


CYCLOTRON IRRADIATION OF 

THE PITUITARY 
Studies in treatment of advanced metastasis 
breast carcinoma at the University of Califor- 
nia’s Donner Laboratory. Produced for Uni- 
versity of California Radiation Laboratory 
(Berkeley), AEC, by Ingraham Productions. 
(15 min., color). 


Industrial Atomic Energy Films 


GAUGING THICKNESS WITH 
RADIOISOTOPES 
How beta gauges are used for precise meas- 
urement and control of feed-back apparatus 
in steel, plastics, rubber and paper manufac- 
turing. Produced for the Atomic Energy Com- 
mission by Tressel Studios. (5 min., b/w). 


INDUSTRIAL APPLICATION OF 
NUCLEAR EXPLOSIVES 
An experimental underground detonation and 
an exploration of potential uses of the tech- 
nique. Produced for University of California 
Radiation Laboratory (Livermo-e), AEC, by 
W. A. Palmer Films. (10 min., color). 


United States Atomic Energy Films 


Showing Under United Nations Auspices 

POWER REACTORS—U:S.A. 
A survey of the entire U.S. power reactor pro- 
gram, including the new installations now under 
construction as well as those presently oper- 
ating. Produced for Atomic Energy Commission 
by Lytle Engineering & Manufacturing Co. 
(50 min., color). 


RESEARCH REACTORS—U.S.A. 
A summary of the major types of research re- 
actors—swimming pool, tank, water boiler and 
graphite moderated—and descriptions of their 
uses. Produced by Atomic Energy Commission. 
(35 min., b/w). 


RESEARCHES INTO CONTROLLED 
FISSION 
A filmed progress report on the U.S. experi- 
ments with controlled thermonuclear reactions. 
It covers four principal systems now under in- 
vestigation. Produced for Atomic Energy Com- 





mission by Army Pictorial Center. (50 min., 
color). 


HIGH ENERGY ACCELERATORS 
The latest experiments in the field of high 
energy physics currently being pursued at lead- 
ing centers throughout the United States. Pro- 
duced for Atomic Energy Commission by 
Audio Productions. (30 min., color). 


SODIUM REACTOR EXPERIMENT 
Covers the construction, start-up and operation 
of the reactor, as well as control and safety 
elements. Produced by Atomics International- 
AEC. (22 min., color). 


ORGANIC MODERATED REACTOR 
EXPERIMENT 
Operation of an important facility at the Na- 
tional Reactor Testing Station. Produced by 
Atomics International—AEC. (16 min., color). 


EXPERIMENTAL BOILING WATER 
REACTOR 


Construction, operation and test experience of 
a reactor which exceeded its design thermal 
power output by a factor of three. Produced 
by Argonne National Laboratory, AEC. (29 
min., color). 


TELETHERAPY AND 
BRACHYTHERAPY 
Diagnostic and therapeutic uses of such radio- 
isotopes as Cobalt-60 Cesium-137, Europium 
152-154, lodine-131 and Yttrium-90. Pro- 
duced for Atomic Energy Commission by The 
Jam Handy Organization. (17 min., color). 


NON-ROOT FEEDING OF PLANTS 
Techniques of applying nutrients to the above- 
ground parts of plants and the method of trac- 
ing the nutrients through the plant’s system by 
means of radioisotopes. Produced for Michigan 
State University—AEC by Colmes-Werrenrath 
Productions. (20 min., color). 


REACTOR SAFETY EXPERIMENTS 
Intentionally induced flux excursions in the 
Special Power Reactor Test at the National Re- 
actor Testing Station. Produced for Idaho 
Operations Office, AEC, by Lookout Mountain 
Laboratory, USAF. (30 min., color). 


ENGINEERING TEST REACTOR 
Design, construction and operation of the re- 
actor, and a description of some of its uses. 
Produced for Idaho Operations Office, AEC, by 
(CONTINUED ON PAGE FIFTY-SIX) 


FREE! GiGANTIC CATALOG 


THE BIGGEST OF ITS KIND 
176 pages, more than 8000 


morion 
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screen... .$298.50 x p and over 500 illustrations. For 
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Write for Free Catalog 
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1245 Chicago Ave., Evanston, lil, 
Phone: Davis 8-7070 
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Film Story of One of America’s Great Industries: 


“Visa to Dairyland, U. 5. A.” 


National Dairy Council's Newest Production Uses Interesting 
Story Treatment to Show How Milk Moves from Cow to Consumer 


SPONSOR: National Dairy Council. 
TITLE: Visa to Dairyland, U.S.A., 


27 min., color, produced by 
Galbreath Pictures, Inc. 


* Most of us in the United States 
take pretty much for granted the 
fresh wholesome milk, ice cream, 
cheeses and other dairy products 
that are so important a part of our 
daily lives. 

Few of us, outside of those 
whose living depends on one phase 
or another of this giant industry, 
give much thought to the many 
steps that must be followed in 
bringing modern dairy products 
from the farm to our tables—the 





At breakfast, Hans Bittner (dark 
sweater) meets the Landons, whom 
he'll live with during his visit. 


extremely close control of sanita- 
tion in every process, the great 
amounts of modern processing 
equipment used, the constant test- 
ing and research involved. 

The dairy industry is one of 
America’s largest. Directly and 
indirectly, it employs hundreds of 
thousands of persons in thousands 
of individual plants all over the 
country. 

Visa to Dairyland, U.S.A., the 
eleventh motion picture sponsored 
by the National Dairy Council, 
tells the story of the dairy indus- 
try and its vital part in feeding the 
nation in a film which combines 
a plotted story with educational in- 
formation about milk production, 
processing, distribution and re- 
search methods. 

As the film begins, the Landon 
family, who operate a modern 
dairy farm, is awaiting the arrival 
of Hans Bittner, a foreign scholar- 
ship student who will make his 
home with them as he studies 
American dairying methods. 

The story of Visa to Dairyland is 
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the story of Hans’ first couple of 
days with his new “family,” during 
which he gets his first look at how 
milk is handled from the cow to 
the consumer. 

Hans Learns “American Way” 

Beginning with the actual auto- 
matic milking operation in the 
Landon’s spotless modern milking 
parlor, Hans learns from Jim Lan- 
don and his son, George, how care- 
fully quality is controlled through 
sanitation and refrigeration as the 
milk moves from farm to dairy. 

Hans’ next stop is at the milk 
processing plant, where George 
(who works there) explains to him 
the various processes which are 
carried on there. He watches fluid 
milk being pasteurized, the homog- 
enizing process, and the automatic 
filling of bottles and cartons for 
delivery to consumers. 

Then he sees the processes for 
evaporating and drying milk, and 
the making of butter, cheese, and 
ice cream. He also makes a quick 
visit to the dairy laboratory, where 
individual milk samples are tested 





Dr. Gaylord Whitlock (left) and 
Galbreath crew film a homogenizer 
in Fort Wayne dairy plant. 


for butterfat and solids content 
and bacteria counts taken. 

His first day’s “education” ends 
with a visit to the University lab- 
oratory, where samples of dairy 
feeds are studied and their effect 
on the cow’s performance meas- 
ured. 

Interesting Story Treatment 


All of this information on dairy- 
ing methods is woven into a story 
which centers around the Landon 
family and a young neighbor, Bill 
Malone, who sees in Hans a for- 
midable rival for the attentions of 
Sandy Landon until he learns, as 
the film closes, that it isn’t Sandy 
but her cousin, Joan, who’s the 


1958 


DAIRY INDUSTRY LEADERS ATTEND FILM PREVIEW 


SEE TT NOW ' PREMMERE og 


VISA TO DMRYLAND. US.t 





At premiere of “Visa to Dairyland” during Dairy Council's summer con- 
ference in Chicago, camera catches W. B. McKinney, NDC's eastern 
regional representative, handing out an “extra’’ on the new film. 


center of Hans’ feminine interest. 
Useful Tool for Recruiting 


Visa to Dairyland is an effective 
visual presentation of the impor- 
tance of the dairy industry to the 
prosperity and well-being of citi- 
zens in every community through- 
out the country. 

It is, also, a useful tool to help 
teachers, students and citizens be- 
come better acquainted with the 
dairy industry as a community re- 


Below: these people from NDC and affiliated Dairy Council units hel; 


source, and with its role in feeding 
the nation. 

By indirection, the film should 
also serve to encourage high school 
students to seriously consider the 
dairy industry as a vocation. 

Technical advisor on the film 
was Dr. Gaylord P. Whitlock, di- 
rector of health education for the 
National Dairy Council. He was 
assisted by members of the NDC 
(CONTINUED ON NEXT PAGE) 





in the making of the “Dairyland” film. First row (1 to r): Wayne S. I 
director of administration services, NDC; Genevieve Allen, Dairy ( 
cil of Utah; Lorraine Weng, Nancy Carter and Barbara Evers, « DC 


staff. Down stairway (| to r): Viola Woodruff, Dairy Council of 
Salem, N.C.; Dr. Gaylord P. Whitlock, dir., health educat 
Alice M. Cooley, Elizabeth Beyer, NDC; Ora McHann, A+/on, 


iston- 
NDC; 
Ohio. 





(CONT'D FROM PRECEDING PAGE) 
staff and representatives of affili- 
ated Dairy Council organizations 

Richard Galbreath, president of 
Galbreath Pictures, Inc., was pro- 
ducer-director; the script was writ- 
ten by Ruth and Mike Wolverton. 

Filming was done in the studios 
and on location. Farm scenes were 
made near Ft. Wayne, Ind.; in- 
plant scenes near Ft. Wayne and 
at Michigan State University; lab- 
oratory scenes at Michigan State 

* * * 


Certain-teed Film Depicts 
“An End to Color Confusion” 
vr / new line of 10 colors created 
.O 4armonize with many kinds of 
architecture, surroundings and sid- 
ing is demonstrated in An End to 
Color Confusion, a 15-minute mo- 
tion picture sponsored by Certain- 
teed Products Corporation, Ard- 
more, Pa. 

In color, naturally, the film is 
intended to promote the Color 








Color-testing in Certain-teed lab. 


Tuned line of asphalt roofing and 
siding shingles. Development of 
this Certain-teed line, from specifi- 
cations by Beatrice West, color au- 
thority, to research and comple- 
tion at company laboratories is 
depicted. 

Primarily, the film is beamed 
toward dealers, salesmen, builders, 
contractors and architects. It was 
produced by Photo-Arts Produc- 
tions, Inc., Philadelphia. 

An End to Color Confusion is 
available from sales offices of Best- 
wall Certain-teed Sales Corpora- 
tion, 120 E. Lancaster Ave., Ard- 
more, Pa. Wy 

* a” * 
Norge Product Story in Color 
te Norge Sales Corporation has 
sponsored a 20-minute Techni- 
color product presentation, star- 
ring Ben Grauer, radio and TV 
reporter. Kling Film Productions, 
Chicago, produced this motion pic- 
ture } 
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Courtesy eases the sales path .. . 


GOOD PHONE MANNERS 





. and creates customer goodwill. 


The “Voice” That Builds Your Sales 


Sponsor: American Telephone 
and Telegraph Company. 


TitLe: The Voice of Your Busi- 
iness, 12 min., Technicolor, pro- 
duced by John Sutherland Pro- 
ductions, Inc. 


The “long and short” of tele- 


phone manners, particularly as 
they affect business, are exempli- 
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fied in this animated parable de- 
signed to constructively amuse the 
business executive and cause him 
to consider his own company’s 
telephone deportment. 

Cartooned Mr. Long and Mrs. 
Short have similar businesses. But 
while Mr. Long’s sales curve is 
going up, Mr. Short’s sales curve 
is leaping downward. Mr. Short 
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RECONDITIONING 


Time... 


Summertime ...when your prints 

are out of circulation for a while. 

That is the ideal time to have them restored 
to good condition through Peerless servicing: 


* inspection and cleaning ¢ scratches removed 
¢ defective splices remade ¢ perforations 
repaired ¢ curl or brittleness corrected 


Then, thoroughly rejuvenated, your prints 
will be ready for hard use in the fall. 


Send us your prints now 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


BUSINESS SCREEN 


sneaks around Mr. Long’s offices 
to see what they’re doing that he’s 
not. The only difference, he finds, 
is that Long’s outfit has put to use 
the phone company booklet, “The 
Voice of Your Business,” which 
he had put aside. 

Short studies his booklet and 
wises up. He sees that his switch- 
board operator has some telephone 
courtesy training, that his sales- 
men, warehousemen, secretary— 
and he himself—mend their phone 
manners. Short’s sales curve turns 
upward and Long and Short now 
are on a competitive basis. 

The Voice of Your Business 
won a Chris award at the 1958 
Columbus (Ohio) Film Festival. 
For information on the film’s avail- 
ability, contact: Film Library, 
American Telephone & Telegraph 
Co., 195 Broadway, New York 7, 
New York. ty 


* x *” 


Cash-Saving Idea 

Sponsor: American Express Com- 
pany. 

TITLE: Careless Cash, 9¥2 min., 
color, produced by Editorial 
Films, Inc. 

vw This film deals with a series of 
ways of losing cash through care- 
lessness and through a more sinis- 
ter (but slightly comic) pick- 
pocket, who crops up as a depart- 
ment store criminal, a street pick- 
pocket and a loose-fingered for- 
eigner preying on a_ tourist. 
Finally, the young couple who lose 
their money in so many ways get 
wise to Travelers Cheques, and 
the film closes with “their volun- 
tary contribution to an unemployed 
pickpocket.” 

Careless Cash is based upon ma- 
terial from a nation-wide survey 
made by Opinion Research Corp. 
for American Express, and shows 
how three million Americans each 
year lost cash averaging $44 per 
person; four per cent lost over 
$200. Those carrying travelers 
checks, however, get their money 
back. 

The film is the fourth in a se- 
ries being produced by Editorial 
Films for American Express. It 
will be shown on TV, and through 
banks, police associations and 
other community organizations. 
The project was conceived and 
supervised by Fred Rosen Associ- 
ates. ae 

* * * 

New Film Lists Available 

vx Available at low-cost are new 

BuUsINESs SCREEN reprint lists of 

Sales Training, Science and Man- 

agement Films. Only 25c each. 

Write Chicago 26, Illinois. ag 
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Illinois Holiday Tour 


Sponsor: Illinois Bell Telephone 
Company. 

TITLE: Jllinois Holiday, 27 min.., 
color, produced by Wilding Pic- 
ture Productions, Inc. 

As a corporate citizen of Illinois 
for more than 80 years, Illinois 
Bell Telephone Company has been 
a consistent sponsor of films por- 
traying the state’s history, heritage 
and scenic attractions. 

Illinois Holiday echoes the col- 
orful history of the state and its 
advantages as a vacation “wonder- 
land.” The film takes the audience 
on a visit of state parks and me- 





vu s > Bon 
Stars of “/llinois Holiday” are pic- 
tured at Pere Marquette State Park. 


morials, revealing a new insight 


into the state’s historical back- 
ground and viewing its scenic 
attractions. 


The film covers New Salem, 
Starved Rock, Black Hawk, Pere 
Marquette, Fort Chartres and Kas- 
kaskia state parks; Galena, includ- 
ing the home of General U. S. 
Grant; the Vandalia state house, 
Jubilee College, Metamora court- 
house, the Indian burial grounds 
at Dickson Mounds, and scenes 
of state buildings and Lincoln 
shrines in Springfield. 

Illinois Holiday features “Mrs. 
Illinois of 1958” and her family 
as they spend their vacation in the 
state she represents. “Mrs. Illinois” 


is Mrs. Robert A. Bream of Glen- 
view. Bream is a branch manager 
for Republic Steel Corp. With 
them in the film is their oldest son, 
Bobbie, 15. 

It wasn’t until after the Breams 
had been selected for the leads that 
the producers discovered Mrs. 
Bream was “Mrs. Illinois.” 

Speaking at a preview showing 
for press, educators, travel and 
state conservation authorities and 
civic leaders, W. V. Kahler, Illi- 
nois Bell president, said: 

“We feel that this motion pic- 
ture will build pride in our state 
as well as in individual towns and 
villages. We hope to build interest 
outside the state, which, in turn, 
results in more business for IIli- 
nois.” 

Illinois Holiday is available for 
showings by schools, civic organi- 
zations, and other interested 
groups. Reservations for showings 
may be made through local busi- 
ness offices of Illinois Bell. LJ: 
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A History of Textiles 

Sponsor: Chemstrand Corp. 

TitLe: Fibers and Civilization, 28 
min., color, produced by MPO 

Productions, Inc. 

This film marks an attempt by 
private industry to give an overall 
picture of the history and develop- 
ment of textiles. It presents the 
story of the modern chemical fi- 
bers as a logical development in 
the long history of fibers and fab- 
rics. As background for the step 
which brought mankind into the 
age of “fibers nature never 
dreamed of,” the Chemstrand film 
traces the development of natural 
fibers from the fringes of recorded 
history to the present day. 

The film is currently being 
shown in the U.S. Pavilion at the 
Brussels Worlds Fair. Distribution 
is by Modern Talking Picture 
Service, Inc. Lye 


* * * 





Film Tells of the 
Navy’s Downs, Ups 


Identify Films Instantly 


















Among Recent Purchasers Are: 


Walt Disney Productions, 

Burbank, Calif. (6 machines) 
Eastman Kodak Co., Rochester, N.Y 
General Film Labs., Hollywood, Calif 
Reeves Soundcraft, Springdale, Conn. 
American Optical (Todd-AO), Buffalo 
District Products Corp. 

Audio Devices, Inc.) Conn. 
University of Southern California 

Los Angeles, Calif. 

Telefilm, Inc., Hollywood, Calif. 
Consolidated Film Labs., Ft. Lee, N.J 
Eagle Labs., Chicago, Ill. 

Cinerama Productions, New York 
Columbia Broadcasting System, N.Y 
Louis de Rochemont, N.Y.C. 

















Dept. H, 


Western Branch: 633! Hollywood Boulevard, Hollyw 


Qur Specialty... 


d 28, Ca 


| Unnumbered films cause confusion and loss of time 


The MOY edge numbers every 
foot of 16, 1744, 35mm film 
and simplifies the task of 
checking titles and footage 











You car w save the many man 
hours lost classifying films with 
out titles Tr M VISIBLE 
EDGE FILM NU) G MA 
CHINE rer ue marks, per 
forations, n y crayons, punches 
and embossing—does not muti 
late film. Work prints showing 
specia lades anda iis 
solves require edge numbering 

keep unt i trames ut 
1dded. Both negative and posi 
can be numbered 

nagnetic tracks 
Scope stereophoni re 
make edge numbering 
{ Write for illustrated 

n 
onty $2475 


Convenient payment terms arranged. 
You may apply your idle or surplus 
equipment as a trade-in 


‘0.5. CINEMA SUPPLY CORP. 


602 West 52nd St. New York 19 — Plaza: 7-0440 


— Cable: SOSound 


fornia HO 7-2124 





ART4VIDEART 


ANIMATION 
TITLES 
OPTICAL PHOTOGRAPHY 


COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. |i 
New YorK 16, N.Y. [QUIDRUE 


LExington 2:7378-9 (Gea 
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yr A new color motion 
picture on a segment 
of U. S. Naval history 
is now available through 
United World Films, 
Inc., distributor of U.S. 
government films. 
The film traces the 
decline of the Navy 
after the Civil War, the 
subsequent building of 
the “new Navy” in the 
1880's, and its role in 
the war with Spain. 
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SALESMANSHIP on film 


As scores of top firms can tell you, there’s no faster, 
more forceful way to put your message across than 
with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 
commercials. 

What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 





HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y. « Telephone: MAdison 7411 
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George Oakley Will Direct 
A-V Sales for Bell & Howell 


* George L. Oakley has been 
named director of audio-visual and 
professional sales at Bell & Howell. 

In his new position he will be 
responsible for expanding the 
school, church and industrial mar- 
kets for audio-visual equipment— 
sound motion picture, slide and 





A-V sales chief . . . George Oakley 


filmstrip projectors, tape recorders, 
time study cameras and projectors. 
Oakley formerly was manager of 
the company’s professional equip- 
ment division. 

Two regional district managers 
have also been assigned to work in 
the field with Bell & Howell a-v 
dealers. 

J. J. Graven, formerly special 
representative for tape recorders, 
has been appointed a-v regional 
district manager for the midwest. 
Murray O. Cunningham has been 
named regional district manager 
for the Eastern Seaboard. He was 
previously a district sales man- 
ager for retail photographic prod- 
ucts in four eastern states. 

Under the intensified a-v pro- 
gram, George Myles, manager of 
institutional sales, and C. A. Mus- 
son, manager of industrial sales, 
will spend a major part of their 
time working directly with school 
boards, churches, hospitals, indus- 
tries and other customers of Bell 
& Howell a-v dealers. bad 


* + * 


Norton Sales Mgr. as Niles 
Names Grover in Hollywood 
* Two executive appointments 
for the Hollywood division of Fred 
A. Niles Productions, Inc., Chi- 
cago, have been announced by 
Fred Niles, president. 

Dan Norton has been named 
sals manager and Lionel F. Grover 
ver has been selected as production 

pervisor of the Niles Hollywood 


Ud) Vision, Wye 
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News of Staff ipetsiesents Dionihiabaition Producers 


Stehney Named General Mgr. 
of Kling Film Productions 


Appointment of Michael Steh- 
ney as executive vice-president and 
general manager of Kling Film 
Productions, Chicago, has been an- 
nounced by Robert A. Eirinberg, 
president. 

Stehney formerly was assistant 
general manager of the Kling or- 
ganization. In his new position, he 
succeeds Harry W. Lange, who 
resigned. Wy 

* * * 
Kuechenmeister to Manage 
Wilding Pittsburgh Office 
* Karl M. Kuechenmeister has 
been appointed manager of the 
Pittsburgh sales office of Wilding 
Picture Productions, Inc., Chicago. 

Most recently he was account 


| 
' 
i 


Consider... 


executive for Wilding in its Great 
Lakes sales division in Detroit. 
Before that he was a business rep- 
resentative for Westinghouse Elec- 
tric Supply Co. and a buyer for 
J. L. Hudson Co., Detroit. 

He succeeds Quin Short, who 
resigned. wy 


James E. Tiller Will Direct 
Sales at Willard Productions 


* James E. Tiller has been ap- 
pointed sales manager of Frank 
Willard Productions, Atlanta, 
Georgia, and will also be in charge 
of the company’s client relations. 

Tiller formerly was president of 
Jet Film Productions in Little 
Rock, Arkansas, and also has been 
director of sales and client relations 
for Fotovox, Inc., Memphis, Ten- 
nessee. te 


COLBURN 
COLOR 





POSITIVES 





(Eastman Internegative-Color Print) 


for your next 16mm release 





protect your original 

enjoy faster delivery 

finer color corrections 
uniform prints 

10 or a 1000 at lower costs 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


Demonstration Reel available on request 
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. New head of DuPont Photo 
Products’ sales is Harlan Graham 


Graham to Direct Sales for 
Du Pont Photo Products Dept. 


*r Harlan L. Graham, Jr., has been 
named director of sales of the Du 
Pont Photo Products Department, 
moving up from his former post as 
assistant production director. He 
succeeds W. Allen Taft, who has 
been appointed director of sales for 
the company’s Petroleum Chemi- 
cals Division. 

Frederick B. Astley, formerly 
sales service manager, has been 
named assistant director of sales. 

Graham began with Du Pont 
Photo Products in 1938 as a pro- 
duction division technical trainee 
at the Parlin, N.J., plant. Since 
then he has been production su- 
perintendent of the Parlin plant, 
assistant manager of the Parlin and 
Rochester, N.Y., plants, and as- 
sistant production director in Wil- 
mington since 1956. 

Astley joined Du Pont at the 
Parlin plant in 1934, and entered 
sales work in x-ray products in 
1937, serving in New York City, 
Boston and Wilmington, and as 
assistant plant manager at Ro- 
chester. He has been sales service 
manager since 1956. eg 


* * * 


Hilly Rose to Knipschild- 
Robinson as Head of Films 

vr Hilly Rose has resigned as vice- 
president in charge of the creative 
and sales departments at Kling 
Film Productions, Chicago, to be- 
come vice-president of the motion 
picture and slidefilm department 
of Knipschild-Robinson, Inc., Chi- 
cago sales promotion and training 
agency. 

Prior to his four years at Kling, 
Rose had been advertising and 
sales promotion manager for Ful- 
lerton Steel & Wire Company. He 
has also written and directed net- 
work tv programs for New York 
advertising agencies, and is a mem- 
ber of the Academy of Television 
Arts and Sciences. Wy 
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Leon Loeb Associates Joins 
With National Film Studios 

* Leon Loeb Associates, 306 
Sixth St., N.W., Washington, D.C.. 
is now associated with National 
Film Studios, which has its sound 
stage and other facilities at 105 
Eleventh St., S.E., a few blocks 
from the Capitol. 

Loeb, who also will continue as 
president of Sound Studios, Inc.., 
is slated to be elected a director 
of National Film Studios. F. Wil- 
liam Hart is managing director of 
National, which produces docu- 
mentary, industrial, educational, 
dramatic and public relations films. 

Wide Industry Experience 

Previously, Loeb has been con- 
nected with the National Motion 
Picture Bureau in Boston and New 
York and with Stanley Neal Pro- 
ductions in New York and Wash- 
ington. 

Bernard Wile, sales promotion 
executive, is associated with Loeb. 
Wile formerly was with Everfast 
Fabrics, Cohn & Rosenberger, Inc., 
Coats & Clark, Inc., and the Allen 
Hollander Co. in New York. He 
is experienced in marketing, mar- 
ket analysis and package design. 

National in Its 6th Year 

National Film Studios is in its 
sixth year of operation. It for- 
merly was known as Capital Film 
Studios until its name change last 


year. Le 


DAMAGED FILM 
REPAIRED BY 


It FILM DOCTORS: 


SPECIALISTS 
in the Science of 


For All 16 & 35mm Films 
The Rapidweld Process Removes: 

* Seratches * Abrasions * Dirt 

* Oil Stains * Cures Brittleness 

* Repairs Damages 
Send for Free Brochure, “Facts on Film Care” 


rapid 





37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
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Florez, Inc. Elects Kelcourse 
as Executive Vice-President 
Election of Paul Kelcourse as 
executive vice-president of Florez 
Incorporated, Detroit, has been an- 
nounced by Genaro A. Florez, 





Paul Kelcourse . . . a Florez v.p. 
president and chairman of the 
board. 


Kelcourse will continue in his 
capacity as treasurer and general 
manager and will report directly 
to the president in connection with 
his new responsibility, according 
to Florez. 

Kelcourse joined the Detroit 
sales training organization in 1946 
as business manager, bringing to 
Florez a background in public ac- 
counting. He became secretary- 
treasurer in 1949, and in 1951 was 
appointed general manager. ae 


* +. @ 


Frank Seaver Joins Wilding, 
Detroit, as Account Executive 


Frank A. Seaver, a former news- 
paperman who recently headed his 
own New York business motion 
picture company, has joined the 
Great Lakes Division of Wilding 
Picture Productions, Inc., in De- 
troit, as an account executive. 

Seaver most recently was presi- 
dent of Seaver-Leftwich, Inc., New 
York, producers of public relations 
and sales promotion films and tv 
commercials. He also has been a 
vice-president of Caravel Films, 
Inc.. New York, and an account 
executive for the Jam Handy Or- 
ganization, Detroit. 


Lothrop to Roger Wade, N. Y. 


Donald Lothrop has joined 
Roger Wade Productions, Inc., as 
a still photographer. He was pre- 
viously with Crandell Associates in 
New York, where he specialized in 
color photography. > 


1958 





COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS LIGHTING 


MITCHELL Mole Richardson 
16mm Bardwell McAlister 
35mm Standard Colortran 
35mm Hi-Speed Century 
35mm NC © 35mm BNC Cable 
Spider Boxes 
BELL & HOWELL Bull Switches 
Standard * Eyemo ® Filmo Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
ARRIFLEX 2000W-750W 
lémm © 35mm CECO Cone Lites 
WALL 


(shadowless lite) 
35mm single system 


Gator Clip Lites 
Barn Doors 
ECLAIR CAMERETTE Diffusers 
35mm © 16/35mm 
Combination 


Dimmers 
Reflectors 
AURICONS 
all models single system 
Cine Kodak Special 
Maurer ® Bolex 
Blimps * Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform ® Western 
3 Wheel Portable 


EDITING 


Moviolas © Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps * Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnosync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C ZUCKER 


(+ AMERA CQuIPMEnT O..INC, 
§ 


Dept. 315. West 43rd St., 
New York 36, N. Y. JUdson 6-1420 





PRODUCTION! 


2130 South Bellaire Street 
Denver 22, Colorado 


Phone Skyline 6-8 
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ELEVISION 


COMMERCIALS 


245 W. 55 ST., N.Y.C JUDSON 6-1922 


Se 


Professional Motion 
Picture Production... 


< 


SERVICES AND FACILITIES 


40’ x 60’ Air Conditioned Sound Stage 
RCA, Westrex and Ampex Recording Equipment 


Mitchell Cameras 


Mole Richardson and Bardwell Lighting and Grip 
Equipment 


@ Experienced and Cooperative Staff and Crews 


@ Location or Studio - lémm - 35mm 
Lincoln 6-8822 
NATIONAL FILM STUDIOS 


For information call F. William Hert, 
Vice-President and Manager 


formerly Capital Film Studios 


105 11th Street, S.E. Washington, D. C. 
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Plaque Award to 
a Veteran Announcer 


Right: George Colburn, 
head of Chicago lab, 
(pictured at left) is 
awarding plaque for 
“distinguished service” 
to John Weigel, com- 
mentator of many prize 
business films for 
Colburn over the years. 


oa os a 


Kraatz Joins Van Praag as 
Vice-President in Hollywood 


Donald G. Kraatz has joined 
Van Praag Productions, Inc., as 
vice-president of the Hollywood. 
California office. His appointment 
was announced by William Van 
Praag, president. 

Kraatz’s initial assignment will 
be in the area of procurement and 





Donald G. Kratz 


production of programs for net- 
work television to be produced by 
Van Praag Productions. 

He comes to Van Praag Pro- 
ductions from Campbell-Ewald 
Company, where since 1955 he 
has been television account execu- 
tive. Kraatz’s previous background 
includes positions with Wilding 
Picture Productions, Inc., Young & 
Rubicam, and the American 
Broadcastine Company. Iw 


Jim Rose Joins Transfilm 
as Motion Picture Director 
Jim Rose has joined Transfilm, 
Inc., New York City, as a motion 
picture director. He previously was 
a producer-director at Vidicam 
Pictures Corp., in New York. 
Rose entered the motion picture 
field in 1948. Having worked as 
an editor, cameraman, director and 
producer, his credits include busi- 
ness films, television commercials 
and tv entertainment pilot films. 
He is a charter member of the 
Screen Directors International 
Guild and a member of both the 
Radio-Television Directors Guild 
and the Society of Motion Picture 
and Television Engineers. wy 





Marks Joins Modern’s TV 
Department in New York City 


Everett B. Marks has joined the 
television department of Modern 
Talking Picture Service, Inc., with 
headquarters in the company’s 
New York City office. 

Marks formerly was associate 
manager of the Network Film Pro- 
gramming Department of the 
American Broadcasting Company. 
His appointment is a part of Mod- 
ern’s current program to expand 
its tv film programming service 
and maintain closer liaison with 
stations. ad 
Open 35-16mm Eastmancolor 
Facilities at Color Service 
* Color Service Company has 
completed a new 35mm-l6mm 
color installation for the process- 
ing of Eastman color type films. 

The new installation incorpo- 
rates processing equipment im- 
ported from Union Manufacturing 
Company of Berlin, Germany. It 
is capable of handling all types of 
35mm _ original negatives, inter- 
mediate negatives and release 
prints. This coupled with the addi- 
tion of new 35mm printing equip- 
ment completes Color Service 
Company’s facilities for handling 
all requirements of the motion pic- 
ture and television industries. 





SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 


Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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UNVEIL “DRESS RIGHT” FILM: 
(CONTINUED FROM PAGE 32) 
the “dress right” story in boy’s 
wear, will be produced later this 
year. 

National distribution of The Cur 
of Your Jib will begin September 
1 through Modern Talking Picture 
Service, Inc. The AIMBW is 
shooting for an audience of from 
15 to 20 million persons in the 


first four months of the distribu- 
tion program. La 





REPLICAS FOR THE DENTIST: 
(CONTINUED FROM PAGE 41) 
accurate skull replica can aid a 
dentist or his assistant in explain- 
ing such a malady as an abscess to 
a patient. Patients themselves 
share in the spirit which the film’s 
narrator calls true science—‘an 
insatiable curiosity to know...” 
By helping a patient to know the 
problem his affliction presents, the 
dentist stands to gain the patient's 
trust and cooperation. 

Produced by Irvin Gans and di- 
rected by Marty Young, The Wiz- 
ards of Os has a cinematic anat- 
omy worthy of note. Built with 
conventional techniques, the film 
succeeds in being imaginative and 
informative and fits its sales point 
neatly into the narrative structure. 
The plastics here were a nimble 
script, an effective score, solid 
characterizations, good pacing, 
smooth and selective color pho- 


tography. R 
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OPTICAL EFFECTS 
35mm & 16mm 
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John Bransby Incorporates; 
Key Workers Are Stockholders 

John Bransby announces the 
incorporation of his organization 
under the name John Bransby Pro- 
ductions, Ltd., to continue the 
production of motion pictures for 
commerce and industry. 

Officers and directors of the new 
corporation are: John Bransby, 
president and executive producer; 
John Campbell, vice-president in 
charge of production; Mae Rey- 


nolds, treasurer; and Lee Sten- 
strom, secretary. Other directors 
are Michael A. Carlo, Robert 


Whittaker and David M. Jacobson. 
Offices of the company are at 1860 
Broadway, New York City. 

Under the reorganization, all 
key employees have stock owner- 
ship in the company. 

John Bransby has been motion 
picture producer for Esso Standard 
Oil Company for the past 25 years. 
He has made over 100 sales train- 
ing, public relations and technical 
films for Esso and other affiliates 
of Standard Oil Co. (N.J.). His 
latest production is Caronia World 
Cruise, for the Cunard Steam-Ship 
Company. 

John Campbell has had 15 years 
experience in films. He began as 
sound engineer for De Frenes 
Company, Philadelphia; later he 
worked as writer for Transfilm, 
and as writer-director for Loucks 
& Norling Studios. I 


Brochure on Film Animation 

Offered by Roger Wade, N. Y. 
* Roger Wade Productions, Inc.. 
is offering a new brochure on Ani- 
mation in Company Industrial 
Films written by the company’s 
animation and art chief, Charles 
Donald McCormick. The brochure 
is available on request to Roger 
Wade Productions, 15 West 46th 
Street, New York 36. Ly 


ONAL 


B & W or Color 


SPECIALIZED TITLES 
Ray MERCER & CO. 


ESTABLISHED 1928 


We Specialize in Working FOR and WITH the Producer 





Phone or write for FREE Special Effects Chart 


HOLLYWOOD 29, 
NOrmandy 3-9331 


CALIF. 
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SYLVANIA 


ceramiciBLUE TOP 


~ PROJECTION LAMPS... 


for all makes .. . all types... in all sizes 








New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector . . . to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter . .. Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops . 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation 
operation assures longer lamp life 


cooler 


Longer Lasting... Exc/usive Sylvania shock 
absorber construction protects filaments from 
vibration damage 


Use Sylvania Ceramic Blue Top in your projector 
.. your slides and movies deserve the best! 


SYLVANIA ELECTRIC 


Propucts, INc., 1740 Broadway, New York 19, N. Y 


¥ SYLVANIA 


. » » fastest growing name in sight! 


LIGHTING + RADIO + ELECTRONICS + _ TELEVISION * ATOMIC ENERGY 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 




















CAMART DUAL 
SOUND READER 
e Edit single and double yster 
lémm or 35mm optical sound 
© Edit single system Magnastripe or 
double system magnetic sound 
© Use with any lémm moticn picture 
viever to obtain perfect § lip-sync 
matching of picture to track 
Magnetic or Optical 
Model $195.00 
CAMART CAR 
CAMART TOP CLAMPS 
CORE Insure a steady sup- 
port for your news- 
DISPENSERS reel camera when 
—Aluminum— atop a station wagon 
or car platform. 
16" $ 9.50 Heavy bronze con- 
1.50 struction. Weather- 
24’ 11.5 proof. Set 
24" 14.50 of three. $28.00 








CAMERA MART. 2 


1845 BROADWAY 


at 60th St NEW YORK 23 ~ Ple 
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Here's the jacket and lyrics, now all you need is the music 


THAT’S COMMUNICATION 


(The | A V Anthem) 


INTRO VERSE The high-domed men of Sight and Sound 
In this Association 

Discuss todoy, so gather ‘round, 
A V Communication 

INTRO CHORUS it's today, yes today, 

it's | AV hey-hey, 

We meet today, but by the woy 

What is Communication? 


The P R boys ore patient, they 9—The top brass meets, a special deal, 
Just want cooperation 

They always wont it yesterday 
Is that Communication? 


to screen our new creation; 

Now who forgot the take-up reel? 
Is that Communication? 

CHORUS But today, hip- hooray CHORUS: — But today, etc 

We're feeling good today 

When | A V A brothers play 10—The reel is found, the preview club 

Oh, THAT'S Communication! Awaits our presentation; 

But first we fix the burned-out bulb, 
is that Communication? 


CHORUS: — But today, etc 


2—The Dealer's men must be equipped 
With filmic inspiration; 
The Sales Veepee will write the script 
Is that Communication? 
11—Our leader speaks, he'll love the sound 
CHORUS: — But today, etc Of lip synchronization; 
3— We'll shoot this film in foreign climes 
Oh boy! what a vacation; 
Who'll mind the store, on overtime? 
Is thot Communication? 


CHORUS: — But today, etc 


Is that Communication? 


CHORUS: — But today, etc 


| 2—The Premeer staff get writer's cramp 
Addressing invitations; 
4—We route the script to Egghead Row 
For tech evaluation; 
They change our whole be- goddamned show CHORUS: — But today, etc 
ts that Communication? 


CHORUS But today, etc 


Is that Communication? 


13—We've got a hit, Ott Coelin has flipped, 
It’s all one big ovation; 
We've triumphed over Palmer's script, 
That’s real Communication! 


CHORUS: — But today, etc 


5—We work all night for two weeks straight 
To rush revised narration; 
And then they switch recording dates 
Is that Communication? 
CHORUS: — But today, ete 14—The Golden Reels, soy we, are sour 
We sneer at film citations; 
Unless one of them might be ours 
Now, that’s Communication! 


CHORUS: — But today, etc 


6—The day we shoot the plant, the men 
Look busy at their stotions; 
They'll never look thot way again 
Is that Communication? 


CHORUS: — But today, etc 5—Well, Boys, there would have been more dough 


For A V compensation; 

7—Jock Meakin's score is modern, cool, 
Real Jazz improvisation; 

But Prez con't hum the tune, you foo! 
Is that Communication? 


CHORUS: — But today, etc 


Well, that’s Communication! 


CHORUS: — But today, etc 


FINAL VERSE 


8—The picture's done, we stayed within 
This yeor's appropriation; 
But oh, the prints weren't figured in 
Is that Communication? 


CHORUS: — But today, etc 


The song is done, the tale is told, 
A V's a great vocation; 

But, Darling, | am growing old 
For mass communication! 


CHORUS: — But today, etc 


Oh Gowd, they spliced him upside down, 


They’re down the chute without the stomps, 


But—the stock dropped half o point or so, 


INTRODUCING THE NEW I1.A.V.A. ANTHEM — OR 


Are They Singing Your Song? 


Mi MBERS of the Industrial Au- 
dio-Visual Association have 
a new song. The IAVA “anthem” 
was introduced recently at the 
business film executives’ conven- 
tion in Minneapolis and is repro- 
duced on this page as a BUSINESS 
SCREEN “exclusive” through the 
courtesy of its creators, Cap Pal- 
mer (who wrote the lyrics) and 


Jack Meakin (who adapted the 
music ). 

“That’s Communication” was a 
contribution to IAVA from these 
Parthenon Pictures’ staffers. A 
copy of the music and lyrics is 
available (while a limited supply 
lasts) if you drop a line to Parthe- 
non at 2625 Temple Street, Hol- 
lywood 26. ba 


Announce 20 New Sound Films for Space-Age Physics 


on 20 NEw sound motion pic- 
tures will be integrated with 
the first part of a space-age physics 
course being prepared for a test- 
run in 300 high schools during the 
coming academic year. Eventually, 
more than 50 films reportedly will 
be used in the course. Periodic 
evaluation of the course may in- 
volve the testing of an estimated 
10,000 students. 

Developed at the Massachusetts 
Institute of Technology, the pend- 
ing film-fortified course will be the 
second full-scale visualized physics 
course to be launched in the cur- 
rent national quest for dynamic 
educational programs. 

The films to be incorporated in 
the initial part of the new course 
are being produced by Encyclo- 
paedia Britannica Films, Inc., Wil- 
mette, Ill., which last year origi- 
nated a multi-film physics course 
introduced in more than 300 high 
schools. 

The new highly illustrated phys- 
ics course was created by a group 
of scientists, teachers and educa- 
tion specialists working under the 
direction of Professor Jerrold R. 
Zacharias at M.I.T. Known as the 
Physical Science Study Committee, 


the group has been designing the 
course for the last two years, aided 
by grants from several foundations. 

In color and black/white, the 
films for the PSSC course will fea- 
ture distinguished physicists lec- 
turing in particular phases of 
physics, plus demonstrations and 
visualized processes. The pictures 
will be integrated with a radically 
new text, newly designed labora- 
tory equipment and an experiment- 
filled lab manual. 

In charge of the evaluation of 
the PSSC project will be Frederick 
L. Ferris, Jr., associate director of 
test development at Educational 
Testing Service, Princeton, N.J. 
Examinations on specific objectives 
of each unit in the physics course 
were prepared by Ferris and given 
in eight experimental schools dur- 
ing this year. 

Also functioning in the evalua- 
tion program will be a test on the 
general objectives of a secondary 
school physics course, a test equita- 
ble to all students whether they 
have studied in the new course or 
the conventional course. 

The National Science Founda- 
tion is sponsoring summer insti- 
tutes at five colleges for the 300 


Film executives gather at Washington, D.C. opening of AI- 
lied Motion Picture Center. L to r: vice-presidents Robert W. 


Dudley, George F. Johnston, 


Thomas H. Burrowes, Philip 


Martin, Jr. and president John T. Gibson. 
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teachers who will use the new 
PSSC course next fall. At these 
institutes, the teachers will take 
special tests which will provide a 
basis for evaluating the relation- 
ship between the achievement of 
teachers and the subsequent 


achievement of their pupils. Wy 
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How to “buy” into debt .. . 


“A Penny Saved” Defines 
the Meaning of Thrift 


vy As a continuing sponsor of such 
films as The King’s X and others, 
the Credit Union National Asso- 
ciation of Madison, Wisconsin, is 
familiar to civic, social and busi- 
ness audiences all over the coun- 
try. 

Latest in the organization’s se- 
ries of motion pictures is A Penny 
Saved, a 14%2-minute film which 
asks—and answers—the intrigu- 
ing question, “what is the true 
definition of thrift?” 

Produced by Fenton McHugh 
Productions, Inc., A Penny Saved 
tells the story of three couples and 
their different outlooks on the 
question of true thrift. All three 
families have about the same in- 
come and live in the same neigh- 
borhood, but their varying view- 
points on thrift make their lives 
quite different. 

Two of the couples have diamet- 
rically opposed viewpoints, and 
the consequences of their mistaken 
ideas of thrift are depicted in a 
manner that is both instructive and 
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amusing. Through an ingenious 
blending of animation and live ac- 
tion, the story moves swiftly to 
its climax which, of course, is the 
definition of thrift. 

A Penny Saved will be available 
in either b/w or color through 
Modern Talking Picture Service, 
Inc. > 

co * * 
“Your Caddie, Sir’’—Sales 
Training on the Fairway 


ve If the caddies at your favorite 
country club seem a little more 
eager and able to please this sum- 
mer, a sponsored motion picture 
may have had something to do 
with it. 

The film is Your Caddie, Sir (20 
min., color), starring Bing Crosby 
and featuring such golfing stalwarts 
as Walter Burkemo, Horton Smith, 
and Chick Evans. It was produced 
for the Western Golf Association 
by Florez, Inc. 

Purposes of the film are to help 
caddie masters teach young boys 
the finer points of being a top- 
notch caddie, to point out the edu- 
cational and career opportunities 
under the Evans Scholars program; 
and incidentally, to show the play- 
ing members what to expect of a 
caddie. 

Your Caddie, Sir is currently be- 
ing shown at golf clubs around the 
country. I 

oe * a 
Acrilan Carpet Sales Film 
Completed by Film Graphics 


vw Acrilan Carpet Has the Floor, a 
122 min. color sales training film, 
has been created by Doyle Dane 
Bernbach for its client, the Chem- 
strand Corporation. Supervising 
producer for the agency was Don 
Trevor. The producing company 
was Film Graphics, Inc. 

The picture is aimed at carpet 
salesmen. Using a subjective cam- 
era technique, a new salesman is 
shown the merchandising aids and 
showroom demonstrations that may 
be used to sell carpets made of 
Acrilan fiber. i 
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TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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As near as your telephone — 
Overnight from your office! 
Outstanding films for 


Business and Industry 


written by 





Melvin Shaw 
P.O. Box 24724 
Village Station 
Los Angeles 24, California 


PHONE: GRanite 7-35§ 














Follow the Leaders 
IN BUYING TYPE-SET 


TITLES 


In 1957 we served a larger number of pro- 
ducers and did a greater volume of business 
than in any previous year. The reason should 
be obvious: our prices are as reasonable as 
is possible consistent with our high quality. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago II, Illinois 











OXBERRY 
ANIMATION STAND 


For Rent 


Day + Week or Month 
with or without operator 


Oxberry camera, |16/35mm shuttles, 
Trimotion motorized compound. Fol- 
low focus cams, 3 lenses. Automatic 
dissolve. 4 Acme or Oxberry peg 
tracks. 
CORWIN STUDIOS 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 8-3278 

























@ Reversal 
@ Negative 
@ Positive 
@ A &B Roll Printing 
@ Peerless Treatment 


ine 
BORATORIES INC. 
WELLESLEY HILLS, MASS. 





SERVI 
P.O. BOX 7 


K 





For ten years one of 

the country’s leading home 
appliance manufacturers 
used films to introduce new 
product lines. The films 
were written by ... 
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U.5. Films on Atomic Energy: 


(CONTINUED FROM PAGE FORTY-SIX) 


Lookout Mountain Laboratory, USAF. (20 
min., b/w). 


ATOMIC POWER AT SHIPPINGPORT 
Design problems of the Shippingport pressur- 
ized water reactor and how they were solved. 
Produced for Westinghouse Electric Corpora- 
tion by Audio Productions. (25 min., color). 


HOMOGENOUS REACTOR 
EXPERIMENT II 
Components, facilities and operation of an 
aqueous homogenous, forced-circulation, ex- 
perimental power reactor. Produced by Oak 
Ridge National Laboratory, AEC. (20 min., 

color). 

REACTOR FUEL PROCESSING 
Chemical processing in the nuclear fuel cycle, 
as performed at Oak Ridge National Labor- 
atory. Produced for Oak Ridge National Lab- 
oratory, AEC, by The Calvin Company. (20 
min., color). 

ARGONAUT 
Argonne Laboratory’s unique training reactor, 
used at the International School of Nuclear 
Sciences and Engineering. Design features, 
operation, and some applications. Produced 
by Argonne National Laboratory, AEC. (14 
min., color). 
FAST REACTOR PROGRAM 

Some of the major features of Argonne’s fast 
reactor program, involving Experimental 
Breeder Reactors I and II. Produced by Ar- 
gonne National Laboratory, AEC. (36 min., 
color). 

MEDICAL RESEARCH REACTOR 
Design of Brookhaven National Laboratory’s 
Medical Research Reactor, now nearing com- 
pletion. Produced for Brookhaven National 
Laboratory, AEC, by Audio Productions. (20 
min., color) 


These Atomic Energy Films to Show 
in the U.S. Exhibit at Geneva: 
Reactors 
KINETIC EXPERIMENT ON 
WATER BOILERS 
A demonstration of the inherent safety charac- 
teristics of aqueous homogenous reactors in the 
event of unforeseen release of large amounts 
of reactivity. Produced by Atomics Interna- 
tional—AEC. (13 min., color). 
ENGINEERING TEST REACTOR 
The design and erection of the ETR at the Na- 
tional Reactor Testing Station. Produced for 
Kaiser Engineers by W. A. Palmer Films. (15 
min., color). 








FILMSTRIP CAPTIONS FREE OF CHARGE 


We set your 35mm filmstrip captions (not 
including titles and text frames) free of 
charge for the production of your 35mm 
color filmstrips. Write for complete de- 
tails to 

UNITED MOVIE TECHNICIANS, INC. 
324 Union St. Hackensack, N. J. 

West Coast Address: 

P.O. Box 437, North Hollywood, Calif. 





SYMBOL OF 
PROFESSIONAL 


QUALITY 





EMPIRE PHOTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 





Wm. Schuessler Announces a 


New, Non-Vulcanized 
Glass Slide Shipping Case 





A new high-value, low-cost product worth 
waiting for. Consider these features: 


e Holds 100 2x2 glass slides. 


e Cushioned in 1-inch plastic foam. 


e Heavy non-vulcanized fibre case. 


e Metal corners, heavy leather han- 
die, heavy 1” web strap. 


e All this at nominal cost! 
Manufactured by — 
WM, SCHUESSLER 


361 W. SUPERIOR STREET 
CHICAGO 10, ILLINOIS 
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in commercial films 


CATE & McGLONE 
films for industry 


1521 cross roads of the world 


hollywood 28, california 





@ MOTION PICTURES 
@ FILMOGRAPHS 

@ SLIDE FILMS 

@ SLIDES 

@ TRAINING COURSES 
@ TRAINING GUIDES 
@ FLANNEL BOARDS 


@ TV COMMERCIALS 


254 WEST 54th STREET, N.Y.C 
COlumbus 5-7620 
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U. 5. Films on Atomic Energy: 


NAVAL RESEARCH LABORATORY 
REACTOR 
Construction details, sequences of operation, 
and experimental utilization. Produced by 
Naval Research Laboratory. 


OAK RIDGE RESEARCH 
LABORATORY 
A tank type, homogenous reactor immersed in 
a pool, designed to operate at 20 megawatts. 
Produced by Oak Ridge National Laboratory, 
AEC. (20 min., color). 
CORE DISASSEMBLY AFTER 
MELTDOWN 
Removal of the Mark II core from the Experi- 
mental Breeder Reactor |, showing the hot 
laboratory techniques used to separate and re- 
cover enriched fuel from the blanket material 
Produced by Argonne National Laboratory, 
AEC. (12 min., color) 


EXPERIMENTAL BREEDER 
REACTOR I, MARK III 
Fabrication of the Mark III core and its instal- 
lation in EBR I. Produced by Argonne National 

Laboratory, AEC. (13 min., color). 


ZERO POWER REACTOR III 
Methods of studying fuel configurations and 
their effect upon the critical assembly. Produced 
by Argonne National Laboratory, AEC. (10 
min., color). 


ARMOUR RESEARCH REACTOR 
Design, construction and operation of the first 
private nuclear energy reactor designed specifi- 
cally for industrial research. Produced by 
Atomics International. (16 min., color) 


M.L.T. RESEARCH REACTOR 
FACILITY 
Description of the research reactor now under 
construction at the Massachusetts Institute of 
Technology. Produced for ACF Industries by 
Ballantine-Horter, Inc. (15 min., color). 
VALECITOS BOILING WATER 
REACTOR 
Start-up and operation of the 30,000 Kw (t) 
power reactor at Pleasanton, California. Pro- 
duced by General Electric Co. (10 min., color). 
DRESDEN NUCLEAR POWER 
STATION 
Progress report on the 180,000 Kw (e) boiling 
water reactor at Morris, Illinois. Produced by 
General Electric Company. (10 min., color). 


(Films on Fuels & Processing next month) 


FOR 34%" x 4” SLIDES 
A 1,000 WATT SLIDE A 3,000 WATT SLIDE 












PROJECTOR PROJECTOR 
roy h | 
Gs} 


= 


MASTER..... “85.°0 | SM2.. $960.00 
These two slide projectors ore equipped with the 
Genarco Electric Slide Changer which holds 70 


slides and changes them in less than ‘2 second by 





push button remote control 
FOR INFORMATION WRITE TO 
GENARCO INC. 97-08 SUTPHIN BLVD., JAMAICA, N. Y 











NEW i6mm 
PROJECTORS 


with TSI’s famous 2-way projection 
AT LOWER PRICES 

DUOLITE (DU6) — only 261% Ibs., with 

2,000 foot reel arms. Also has built-in 


fold away TV-type screen for use in un 
darkened rooms 


MOVIEMATIC (D4)—only 27 Ibs., with 
2,000 foot reel arms plus automatic mag 
azine for repeat showing of up to 800 ft 
of film without rewinding or rethreading 


Now available at all TS! Dealers 
Write for full information 


TECHNICAL SERVICE, INC. 
30865 Five Mile Rd Livonia, Michigan 
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PHOTOGRAPHIC LABORATORY 


INC. 

COMPLETE 16MM COLOR AND 
BLACK & WHITE MOTION Pic- 
TURE LABORATORY SERVICES 
INCLUDING SOUND RECORDING 
. » » better equipped than ever 
to serve you in our new modern 


plant. 

@ Developing 

@ Ink edge numbered work prints 

®@ Editing assistance of all types 

@ Conforming and A-B roll preparation 
@ Optical printing 

@ Narration, music and special 


effects Sound Recording 
Exposure corrected answer prints 
@ Release prints 





We have earned the confidence of our custome 
through fitting our service to their individual need: 
and in turning out finer motion pictures. May we 
help you on your next production? Write today for 
our latest price list 





PHOTOGRAPHIC 
LABORATOR J, ine. 


6555 NORTH AVENUE, OAK PA ILLINOIS 
EUc.tio 6-660 








NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 





e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY « 
Slidecraft Co., 142 Morris 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


Ave., 


e NEW YORK e 

Association Films, Inc., 347 Mad 
ison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 19. 

Ken Killian Company, Inc., 72° 

Prospect Ave., Westbury, N. Y. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
udiow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 


__ SOUTHERN STATES — 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e« 


Colonial Films, 7! Walton St., 
N. W., Alpine 5378, Atlanta. 


e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 
Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e MISSISSIPPI e 


Herschel Smith Company, 
Roach St., Jackson 110. 
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e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bidg., Memphis. 





MIDWESTERN STATES 





e ILLINOIS « 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
t 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e« 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


LIST SERVICES HERE 
Qualified audio-visual dealers are 
isted in this Directory at $1.00 per 
line per issue. 





Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 





e CALIFORNIA e 


LOS ANGELES AREA 

Clausonthue Audio Visual, Sales 
and Service, 945 S. Montezuma 
Way, W. Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Inc., 829 S. 
Angeles 17. 


Ralke Company, 
Flower St., Los 
Phone: TR. 8664. 


S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e« 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


| Age of Architecture: 
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(CONTINUED FROM PAGE 39) 
any thinking today. We would be 
copying them. But now, something 
has to be done with these new 
materials.” 

Victor Gruen overlooks the city 
of Fort Worth from a high vantage 
point and talks about “the melee 
of machines and flesh” brought 
about by traffic congestion. He re- 
veals his plan for redesigning 
downtown Fort Worth with all 
vehicular traffic confined to the 
rim of the district and moving side- 
walks and escalators transporting 
citizens to the downtown area. 

From the deck of an aircraft 
carrier, Buckminster talks about 
his aluminum geodesic dome as a 
helicopter lifts it from the deck. 
Fuller stresses the need for con- 
sidering weights of buildings when 
designing them, just as in ship and 
aircraft construction. 

Problems of slum clearance, ur- 
ban and suburban developments, 
business construction, traffic, etc. 
are all touched upon in the film. 
Henry R. Luce, editor in chief of 
Time Inc., refers to the present 
challenge facing us, namely, the 
shaping of civilization. In conclu- 
sion, he states, “We will meet that 
broader challenge. We will succeed 
in creating the first modern, tech- 
nological, humane, prosperous and 
reverent civilization. This creative 
response to challenge will be most 
vividly expressed in and by archi- 
tecture.” 

The New Age of Architecture 
was first shown on the occasion 
of the recent 100th anniversary of 
the American Institute of Archi- 
tects. Of especial interest to archi- 
tects, students of architecture, city 
planners, and business groups, 
the film is also available on free 
loan to the general public through 
the American Institute of Archi- 
tects, 1735 New York Avenue, 
Washington 6, D.C. It has been 


SITUATION WANTED 
Maybe You Are Looking For 


a young Producer-Director 
with sound business knowledge, 
used to handling everything 
from title drawing to photog- 
raphy — a man immediately 
useful to your organization, 
who also has top future poten- 
tial. Available anywhere. Re- 
sume and sample prints on 
request. 


Write Box BS-7A 
BUSINESS SCREEN 
7064 Sheridan Rd., Chicago 26 
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A Film Guide for Management 


99 Motion Pictures and Slidefilms on Communications in Business; 


Employee and Public Relations, Marketing and Industrial Research 





THE AMERICAN BUSINESS SYSTEM 


Competitive Free Enterprise at Work; Capital as a 
Creative Force; the Role of Credit and Investment 


The American Adventure, 13 

films, 121% min. each, b/w, Na- 
tional Education Program. Film 
titles include: The Beginning at 
Plymouth Colony, Our Two Great 
Documents, The Structure of the 
American Way of Life, The Fall 
of Nations, A Look at Socialism, 
A Look at Communism, A Look at 
Capitalism, America’s Distribu- 
tion of Wealth, Spirit of Enter- 
prise, The Secret of American 
Production, The Profit System, 
Security and Freedom, The Re- 
sponsibility of American Citizen- 
ship. Source: NEP—purchase, se- 
ries, $650, each, $50; rental, each, 
$2.00. 


Big Enterprise and the Competi- 

tive System, 40 min., color, 
Encyclopaedia Britannica. Charts 
the development of big business, 
its relationship to competition, 
its role in the economy. Source: 
EBF — purchase, $295; rental, 
$13. 


The Big Train, 30 min., color, 

New York Central System. As 
explained in the film by New 
York Central’s president, Alfred 
E. Perlman, this picture is in- 
tended to emphasize that the 
government should give the rail- 
roads a better chance to compete 
with other forms of transporta- 
tion. Though many railroads are 


in financial jeopardy, the film 
argues, the railroads are vital 
and must survive. Method im- 


provements are seen as part of 
their fight to survive. Research, 
pushbutton operations, automatic 


teletype, IBM equipment, elec- 
tronic traffic control, and the 
night ride of an Early Bird 


freight train illustrate today’s 
forward-looking railroad. Source: 
Modern. (Available in Central’s 
1l-state territory.) 


Credit — Man’s Confidence In 

Man, 33 min., b/w, Dun & 
Bradstreet, Inc. The story of the 
role of the individual and com- 
pany credit in our nation’s econ- 
omy. Opening with a small boy 
who buys a penny fish hook on 
credit, the chain of transactions 
resulting from this purchase 
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shows how movement of goods 
from raw material to consumer 
is accomplished by credit trans- 
actions. History of credit and 
credit reporting, plus how credit 
of individual or company is re- 
corded for information and con- 
venience of those doing business 
with them is shown. Source: 
Modern. 


Crisis in Lindenville, 27 

b/w, National Association of 
Manufacturers. Stockholders of 
“Handcraft Tools, Inc.,” a small- 
town manufacturing firm, want 
to sell out to a large machinery 
manufacturer. Handcraft’s pres- 
ident, Fred Hickman, thinks the 
small company owes loyalty to 
Lindenville, a town which has 
been the company’s friend for 50 
years. Hickman also faces tough 
competition from a new tool 
manufacturer. The film shows 
how he solves his firm’s financial 
problems and develops better 
products and greater security 
for his employees. A documentary 
of the problems of management. 
Source: NAM. 


min., 


Crossroads, U.S.A., 25 min., b/w, 

American Petroleum Institute. 
Suspenseful story of five people 
drawn together by fate on a dark, 
stormy night. Seeking shelter in 
a crossroads gas station, they 


A PREFACE 


vy Titles on these pages are 
arranged by subject interests, 
include both 16mm sound mo- 
tion pictures and 35mm sound 
slidefilms. These types of pro- 
jection equipment are pre- 
requisite to their company use. 

Most titles listed are avail- 
able on a free loan basis (re- 
quiring only payment of ship- 
ping charge) but some may be 
rented, at stipulated terms, or 
purchased outright. Preview 
arrangements may be made on 
purchase prints, according to 
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find themselves taking part in 
shaping the destiny of a bitter 
youth tempted by “easy money.” 
Flashbacks recall important 
events in their own lives which 
reveal the wonderful opportunity 
for selfadvancement in our land 
of freedom. Source: Modern. 


Destination—Earth, 13% min., 

color, American Petroleum In- 
stitute. Animated cartoon depict- 
ing a controlled enterprise sys- 
tem on another planet ruled by 
Ogg the Exalted, a _ non-free 
enterpriser. He is reformed when 
Ogg-man Col. Cosmic returns 
from his earth visit and spreads 
the news about advantages of 
free industrial competition (and 
oil industry) as he saw it. 
Source: Modern. 


Enterprise, 31 min., b/w, Cluett, 

Peabody & Co., Inc. The story 
of the rebirth of a small southern 
town from possible extinction to 
economic independence and new 
vigor. A true documentary on 
how community action can create 
civic development; the how’s and 
why’s of economic change in the 
South, and the American free 
enterprise system in_ action. 
Source: Modern. 


Evervbody Knows, 15 min., color, 

U.S. Chm. Comm. Analyzing 
the recession paradox of higher 
prices and widespread unemploy- 
ment, this film says that wages 
and prices must be gaged to pro- 
ductivity: even higher wages 


THE FILM USER 


policies established by the in- 
dividual sources. 

Principal sources of films 
are provided on final pages of 
this listing; it is advisable to 
allow plenty of time in ad- 
vance of showing date, espe- 
cially when requesting free 
loan films. 

Arrangements for an effec- 
tive film screening should in- 
clude a well-ventilated room; 
comfortable seating; and effi- 
cient projection operation. 






















































































without increased productivity 
and sales begets higher prices; 
the inflation of prices without 
product improvement causes buy- 
er resistance and business fail- 
ure. These points are made in 
the experience of Bill Richards 
who tries to learn why he lost 
his job, why the factory closed. 
Source: Chamber of Commerce— 
available on 3-day rental, $5.00; 
full week, $10.00. 


It's Everybody’s Business, 22 

min., color, U.S. Chamber of 
Commerce and E. I. du Pont de 
Nemours & Co., Inc. Animated 
cartoon illustrating how free- 
doms guaranteed by our constitu- 
tion have enabled American busi- 
ness and labor to outproduce the 
world. Helps correct general mis- 
understandings about business 
by explaining how profits and 
individual investments help 
create how competition 
keeps prices down and value 
high; how advertising creates 
demand and continued supply; 
how government should function 
in free economy to everyone’s 
best interest. Source: Chamber of 
Commerce purchase, $130.00; 
rental, $15.00 per month or less. 


jobs; 


It’s Your Decision, 42 min., b/w, 

American Economic Founda- 
tion. High earnings and sufficient 
depreciation allowances are 
shown to be necessary for the 
expansion and replacement of the 
tools of production. Source: AMA 
—rental, $35. 


Legend of Dan and Gus, 26 min., 
color, Columbia System. 
The responsibilities of manage- 
ment are outlined in a compa 
ison of the problems of a mai 
facturing firm and a governme 
regulated utility. Source: Modern 
— available in seven 
states and Washington, D.C. 


Gas 


eastern 


The Littlest Giant, 14 min., « 


National Consumer F e 
Assn. Animation explai 10W 
the American consume 3 the 


iy. The 


un system 


real giant in our ec¢ 
way our credit and 

















FILMS FOR MANAGEMENT: 


THE AMERICAN 

works to make purchasing cash 
available to him is illustrated, 
plus the history of the consume: 
credit and loan system. Also ex 
plains the Small 
Source: Modern. 


Loan Law 


The Man in the Doorway, 31 min., 

color, American Cyanamid 
Company. A ghost, a prosperous 
farmer and a scientist appearing 
in symbolical sets explain the 
importance of conservation — as 
our resources diminish and ou 
needs increase. The dynamics of 
science in conservation is empha- 
sized. Science, particularly chem- 
istry, is improv ing resource usage 
and is developing products which 
supplement natural 
Sources: Modern for group show 
ings, Sterling for tv. 


resources 


People, Products and Progress; 

1975, 28 min., color, U.S. Cham- 
ber of Commerce. A slide-motion 
picture depicting the world of 
tomorrow for industry, transpor 
tation, business, and the house- 
holder. Artwork shows the new 
devices which will speed work, 
create greater leisure and bette 
living for all. A testimonial to 
the imagination and productive 
power that come from America’s 
free enterprise system. Source: 
Chamber of Commerce pur 
chase, $125.00; rental, $15.00 per 
week or fraction thereof. 


The Right to Compete, 13'. min., 

color, Association of American 
Railroads. Animation shows how 
artisans, industrialists, mer- 
chants and businessmen have 
helped make our country strong, 
free and producing 
better products under the stimuli 
of competition. This theme is re- 
lated in the film to the present 
conditions of transportation and 
the railroads’ fight for the “right 
to compete.” Source: Assn. Films, 
Sterling. 


secure by 


Share in America, 24 min., color, 

Sunray Mid-Continent Oil Co 
Dramatizing the theme, “‘people’s 
capitalism,” this film depicts the 
role of service station operators 
in the economy and 
shows that a company’s stock- 
holders may be ordinary workers 


nation’s 


who save and invest their money 
in corporation shares. The in- 
dustrial “boss” is seen as a man 
who works hard, raises a family, 
pays taxes, goes to church and is 
respected by his associates. Nar- 
rator: Walter Cronkite answers 


60 


BUSINESS SYSTEM 


riticisms of captalism made by 

a young critic. The film shows 
how shareholder investments fi- 
ance the company’s 
Source: D-X Sunray. 


future. 


Small Business U.S.A.—The Story 

of Main Street, 30 min., b/w, 
Dun & Bradstreet, Inc. For the 
guidance of small business man- 
picture of 
small businesses as viewed by an 
The accountant, 
George A. Hester, asks: “Is there 
a formula for success in busi- 


agement, this is a 


accountant. 


ness?” Assisted by a lawyer, a 
banker, a Dun & Bradstreet 
credit reporter and several busi- 
ness men, Hester visually forms 
his answer. In visits with small 
men, the accountant 
discovers how problems are met 


business 


successfully and unsuccessful- 
ly He sees the different situa- 
tions in a drug store, a_ boys’ 
wear store, a machine shop, a 
hardware store, a grocery store. 
Source: Ideal—rental fee, $2.75. 


The Story of Creative Capitol, 

14 min., color, U.S. Chamber 
of Commerce and E. I. du Pont 
Nemours & Co., Inc. Using a 
whimsical story, the film illus- 
trates, explains and interprets 
the function, origin and signifi- 
cance of capitol investments in 
our economy. Alf the Elf brews 
a magic sleeping potion for those 
who want to get away from the 
hectic modern world. Rick Van 
Winkle wants some because he 
feels he doesn’t fit in this world 
of “high finance.” Alf’s illustra- 
tion and explanation of the indi- 
vidual’s investments as an impor- 
tant and major force of our 
economy brings out the points of 
the capitol investment story. 
Semi-animation is used. Source: 
Chamber of Commerce pur- 
chase, $110.00; rental, $15.00 a 
month. 


Tomorrow, 27 
Sears Roebuck 
Five “yardsticks” 
with which a company may meas- 
present and _ future 
achievements in a free compet- 
itive economy. Source: Modern. 


Yardsticks for 
min., b/w, 
Foundation. 


ure its 


Your Share In Tomorrow, 27 
min., color, New York Stock 
Exchange. A history of the New 
York Stock Exchange and a view 
of the Exchange’s importance in 
the development of the nation’s 
economy. The film explains the 
Exchange-investor 
Source: Modern. 


relationship. 


COMMUNICATIONS 





IN BUSINESS 


Improving Conferences and Meetings; Development of 


Executive Leadership; 
All I Need Is a Conference, 28 

min., b/w, General Electric Co. 
How to conduct a conference, 
taking into consideration the 
individual’s personal and 
ness problems which he brings 
along with him to the conference 
table. In a semi-humorous vein, 
the story shows how one con- 


busi- 


ference leader leads but doesn’t 
dictate, and gets these individu 
als to work together as a group 
to solve the problem brought up. 
Source: Strauss purchase, 
$165.00 with two session Train- 
er’s Guide and Primer on Meet- 
ing Leadership. 


The Communications Casebook, 
10 min., each, b/w, Henry 
Strauss & Co., Ine. Four short 
films deal with specific aspects of 
the problem of communication be- 
tween executives and supervisors 
and their employees. Titles: T/e 
Case of the Tuned-Out Mind, The 
Case of the Wrong Wave-Length, 
The Case of the Chain Reaction, 
The Case of the Silent Yell. Lead- 
er’s Guides for four sessions in- 
cluded with purchase of set. 
Source: Strauss purchase, 
$75.00. 
How Not To Conduct a Meeting, 
10 min., b/w, General Motors 
Corp. Lemuel Q. Stoopnagel, well- 
known radio and movie comic, 
burlesques common errors and 
omissions so frequently encoun- 
tered in poorly planned meetings. 
Typical faults included are poor 
acoustics, poor ventilation, inter- 
ruptions, inadequate planning. 
Informal luncheon’ gatherings 
and other similar meetings are 
the type discussed. Source: GM. 


Fifty Heads Are Better Than 
One, 30 min., color, sd slidefilm, 
McCormick & Company, Inc. The 
sponsor’s multiple management 
system is explained, following 
which there is a question-answer 
period. Source: McCormick. 


Mr. Finley’s Feelings, 10 min., 

color, Metropolitan Life Insur- 
ance Company. A cartoon cue 
for an exploration of methods 
for dealing with situa- 
tions, personal relationships. 
Source: Metropolitan. 


“stress” 


Person to Person Communication, 

14 min., color, b/w, McMurry- 
Gold Productions. Good listening 
habits are exemplified in employ- 
er-employee conversations and 
the misunderstanding caused by 
not listening is noted. Source: 
MecMurry—purchase, color, $200, 
b/w, $100. 


BUSINESS 


Principles of 


Communication 


McKesson Management Develop- 

ment Program, 15 min., color 
sd slidefilm, McKesson & Rob- 
bins, Ine. A_ visualization of 
M & R’s program of orgarization, 
planning, performance review, 
inventory and personal develop- 
ment; supplemented by brochures 
on self-development. Source: Me- 
Kesson. 


Our Invisible Committees, 25 

min., b/w, National Training 
Laboratories. How social pres- 
sures affecting the members of a 
meeting operate against the co- 
operation and decision objectives 
of a meeting. Source: NTL—pur- 


chase, $85. 


Production 5118, 30 min., color, 

Champion Paper and Fibre Co. 
Using the technique of a “story 
within a story,” this film dis- 
cusses a basic human relations 
problem—communications. Play- 
ers sometimes portray people in 
the story, sometimes themselves. 
A valuable lesson emerges from 
this treatment: only in an under- 
standing atmosphere can ideas 
be transmitted fully and clearly 
to business associates and 
friends, and thus voluntary co- 
operation be achieved in work. 
Source: Modern. 


The “Snowball” Conference, 12 
min., color, Allan H. Mogensen. 
A portrait of the redundant ex- 
ecutive. He conference 
time by poor planning. His con- 
ference rumbles downhill gath- 
ering new members as it goes but 
getting nowhere. For contrast, 
the film shows the correct way to 
call a conference. Source: Mog- 
ensen-——purchase, $85.00. 


wastes 


Training Is Good Business, 20 

min., b w, Goodyear Tire and 
Rubber Company. Intended to 
motivate business men toward a 
program of systematic training 
of their employees for greater ef- 
ficiency and production. Source: 
Modern. 


The True Security, a film train- 

ing kit with supplementary 
reading material, Mutual Benefit 
Life Insurance Co. An eight- 
meeting session kit of motiva- 
tional and training aids, this unit 
includes the following subject 
titles: The Time Is Now, Team- 
work, Planning, Financial Plan- 
ning, Integrity, 
Leadership, 
Strengthening Management Skills, 
Developing Subordinates. Source: 
Mutual. 


Craftsmanship, 
Communications, 


SCREEN MAGAZINE 








Woodward Way, 30 min., color, 

Woodward Governor Co. Pic- 
tures the sponsor’s concept of 
“industrial family living,” which 
is intended to let employees 
share in management of the 
plant and to afford agreeable 
working conditions. Source: 
Woodward. 


The “Yes-Man” Conference, 12 

min., color, Allan H. Mogensen. 
A caustic showup of the “tell 
"em” boss who monopolizes his 
staff meetings. Only his yes-men 
participate he figures they 
are the only bright ones on his 
team. Later, the boss realizes 
that he’s not getting the full ben- 
efit of the organization’s brain 
power. He starts using the staff’s 


FILMS ON EMPLOYEE 


talents. Source: Mogensen—pur- 
chase, $85.00. 


You Decide, 27 min., color, The 

Ohio Oil Company. Employing 
television quiz show format, this 
documentary shows the kinds of 
questions faced from day to day 
by the sponsoring company’s 
management. A public relations 
effort, this picture could be use- 
ful to other managements in fa- 
miliarizing their employees and 
communities with company prob- 
lems. The film indicates that the 
successful operation of a com- 
pany is not the automatic result 
of a changeless formula. Pat an- 
swers are not supplied but the 
importance of managerial deci- 
sions is underscored. Source: 
Modern. 


RELATIONS 


Labor-Management Problems and Attaining Cooperation 


Arbitration. 30 min., b w, Amer- 

ican Management Association. 
An actual arbitration session be- 
tween SKF Industries and the 
United Steelworkers of America, 
Local 2898. Source: AMA—pur- 
chase, $195; rental, $30. 


1104 Sutton Road, 30 min., color, 

Champion Paper & Fibre Co. 
This challenging 1958 film deals 
frankly with its theme: “to get 
more of what you want, you must 
produce more of what other peo- 
ple want.” Through its principal 
character, viewers are shown 
how attitudes, cooperation and 
understanding can improve the 
industrial climate. Source: Mod- 
ern (released Aug. 15). 


Examining the Will to Work, 
sound slidefilm, 14 min., color, 
Henry Strauss & Co., Inc. Cartoon 
images and narration translate 
some more recent findings of man- 
agement specialists on how to help 
people climb to higher levels of 
job performance and satisfaction. 
Approaching the problem from the 
supervisor’s viewpoint, the film 
covers many factors of human- 
relations skills of leadership — 
“job climate,” such as how men 
feel about their jobs, how they 
feel about the group they work 
with, how they feel about their 
immediate supervisor. Trainer’s 
Guide accompanies film. Source: 
Strauss—purchase, $75.00. 


More Than Telling, 23 min., b/w, 

New York Telephone Co. The 
problems of communication be- 
tween employees and supervisors 
is dealt with in this production. 
A typical supervisor is shown, 
in a series of dramatic vignettes, 
dealing with employees’ “need to 
know”. How their morale and 
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effectiveness is effected when 
this need isn’t satisfied and its 
communication to the public out- 
side, is strongly stressed. Al- 
though for telephone employees, 
film can be used in most all or- 
ganizations. Source: Bell. 


Supervisory Problems in the Of- 

fice Series, sound slide, color, 
McGraw-Hill Book Co., Inc. Two 
sets of six productions dealing 
with various problems of super- 
vising office employees. Each 
dramatizes a human _ relations 
problem of the type which can 
disrupt offices and ends with a 
question meant to provoke discus- 
sion of the problem by viewers. 
Titles — Set I: Understanding 
Employee Viewpoint, Error-Cor- 
rection Talk, Motivating the Long- 
Service Employee, Orientation and 
Induction, Combating Job Mono- 
tony, Excessive Supervision. 
Titles—Set II: The Corrective 
Guidance Talk, Developing Team 
Spirit, Easing a Disappointment, 
Making Compliments Count, Over- 
coming Resistance to New Meth- 
ods, Rating Employee Perform- 
ance. Source: McGraw — pur- 
chase; Set I—$75.00, Set H— 
$125.00. 





Working Together, 23 min., color, 

b/w, Encyclopaedia Britannica 
Films, Inc. Mutual understand- 
ing is attainable and worth the 
effort as seen in a case history 
of labor-management relations in 
an industrial concern (film orig- 
inally produced for The Twen- 


tieth Century Fund). Source: 
EBF — purchase, $100; rental, 
$4.50. 


You Are There at the Bargaining 
Table, 50 min., b/w, American 
Management Association. From a 


1958 


FILMS FOR MANAGEMENT 


You ...at the Bargaining Table: 
closed-circuit telecast, this is an 
unrehearsed session of new-con- 
tract negotiations between Rog- 
ers Corp. officials and representa- 
tives of the International] 
Brotherhood of Paper Makers 
AFL); film works with confer- 
ence kit. Source: AMA pur- 
chase, $185. 


PUBLIC RELATIO 


Company Manners, 20 min., color, 

Union Pacific Railroad. ‘“‘Good 
communications with the public 
is everybody’s business.” How 
this Union Pacific motto is ful- 
filled by all levels of workers is 
shown in an exposition of the 
railroad’s Press, Radio and Tele- 
vision department. The pattern 
of Union Pacific’s pr staff activ- 
ities is inter-related with good 
service throughout the railroad 
which provides public relations 
in depth. The conductor, the res- 
ervations clerk, the freight sales- 
man, office workers, section hands 
help make friends of the public. 
Source: Union Pacific. 


Disaster File — Hurricane Aud- 
rey, 15 min., color, National 
Board of Fire Underwriters. 
Showing how the NBFU respond- 
ed to the storm of damage claims 
which came in the wake of Hur- 
ricane Audrey, this film provides 
an example of large-scale emerg- 
ency business operation. Hurri- 
cane Audrey devastated coastal 
Louisiana. Civil Defense forces, 
the Red Cross and the Salvation 
Army rushed to the rescue. In 
a few days, 360 adjustors were 
at work in the area. In 29 days, 
90% of the storm-born claims 
had been processed and $25,000,- 
000 had been paid to policy hold- 
ers. These fast payments meant 
reconstruction could begin im- 
mediately. Source: Bureau C. 


For Immediate Action, 18 min., 

color, Bell System. Designed 
to impress users of PBX sys- 
tems with the importance of 
answering their phones prompt- 
ly, placing calls personally 
by number and staying on the 
line. A newly appointed execu- 
tive in a company finds his new 
office’s PBX service below the 
standard of his former branch. 
He finds how service slows when 
people fail to answer their ex- 
tensions promptly; that it is com- 
mon practice to place calls by 
name and address rather than 
number; that many employees 


NS 
How PR Works in Principle and Practice 


You and Labor Law, 30 min., 

color, sd slidefilm, Employers 
Labor Relations Information 
Committee. An exposition in two 
parts: 1—History and Develop- 
ment of Labor Law; 2—How a 
Labor Law Works interpreta- 
tions of the Taft-Hartley Law. 
Source: Employers purchase, 
$40. 


FOR INDUSTRY 


for Business 


ask their secretaries or the PBX 
attendant to call numbers and 
ring them back when the call goes 
through. When an important ‘cus- 
tomer cancels all business be- 
cause of these poor phone habits, 
the executive dictates a memo to 
the company president urging 
immediate action policy of 
prompt answering, placing calls 
personally by number, and stay- 
ing on the line. Leader’s Guide 
and folders for audience distri- 
bution available. Source: Bell. 


The Friendly Way, 23 min., b w, 
The Bell System. Stresses the 
public relations-business value of 
good service, courtesy, friendli- 
dependability, accuracy, 
promptness. Source: Bell. 


ness, 


Geod Business, 30 min., color, 
Champion Paper & Fibre Com- 
pany. A documentary of a large 
company and its many neighbors 
a study of human values in 
business. Source: Modern. 


Management Looks at Externals, 

30 min., b/w, Remington Rand 
Div., Sperry Rand Corp. Vice- 
presidents of six companies dis- 
cuss the value to their firms of 


external publications. Source: 
Remington. 
Public Relations for Business 


and Professional People, 11 
min., slidefilm, Pat 
Dowling Pictures. Mapping pub- 
lic relations fundamentals for 
small companies and profession- 
als, this film defines communica 


color, sd 











FILMS FOR MANAGEMENT 


Public Relations for Business: 


tions and public relations tech- 
niques and suggests application 
ideas. Source: Pat Dowling— 
purchase, $20. 


Thanks for Listening, 30 min.. 

b/w, The Bell System. The 
principal character gets off to a 
bad start one morning due to his 
poor phone manners. In the se- 
quences following his phone talks 
to him, suggesting he put him- 
self in the place of others in his 
organization to handle some of 
the calls they receive. He sub- 
sequently assumes roles ranging 
from stock clerk to boss. As he 
begins to see the importance of 
proper phone usage, his phone 
suggests he handle several dif- 


MARKETING: THE 


ferent difficult calls which might 
be handled in several kinds of 
businesses. He becomes a doctor, 
hotel room clerk, railroad infor- 
mation clerk and department 
store adjuster. He corrects his 
ways and begins his day in a 
more pleasant and efficient man- 
ner. Source: Bell. 


The Voice of Your Business, 11 

min., color, The Bell System. 
Animated cartoon presents tele- 
phone courtesy practices in a 
humorous but effective way for 
executives and employees of busi- 
ness organizations. Depicted are 
many of the bad telephone habits 
which cause ill-will and lose 
orders. Source: Bell. 


OUTLOOK AHEAD 


Urban and Rural Developments Promise a Bright Future 


for Business; Marketing in This “Air Age” Economy 


The Bright Promise of the Amer- 
ican Farm Market, 12 min., 
color, Fortune Magazine. Ani- 
mated cartoon gives close look 
at figures which show that the 
majority of cash farm sales and 
farm purchases are from less 
than half the farmers in America. 
How these farmers are also busi- 
ness men, experts in use of credit, 
chemistry and internal combus- 
tion machines, and willing to 
make capital commitments rela- 
tive to their own resources that 
would stagger General Motors is 
shown. These farmers are dealt 
with in terms of demand for food, 
mechanized farming, improved 
techniques, resources, and meth- 
o¢s and research. Glowing pic- 
ture of future for these farmers 
is presented. Source: Fortune 
three-year lease, $275.00 (limited 
number of preview and one-time 
loan prints available). 
Challenge To America, 28 min., 
b/w, Assn. of National Adver- 
tisers and American Assn. of Ad- 
vertising Agencies. Looks at next 
10 years and defines the route 
to richer life as “integrated and 
creative marketing.” With such 
marketing, companies can help 
raise the average income of 
American families to an all-time 
high. Stress is on effective mar- 
keting as the answer to fears of 
overproduction and unemploy- 
ment. Source: ANA and AAAA— 
purchase, $75.00. 
The Changing American Market, 
20 min., color, Fortune Maga- 
zine. Semi-animation presents a 
broad survey of recent marketing 


trends, details the revolution in 
incomes which reshape the mar- 
ket, highlights mass migration to 
suburbs as new marketing area, 
and examines each major market 
for goods and services, i.e. each 
of the major ways Americans 
spend their money. Source: For- 
tune—purchase, $300.00 (limited 
number of preview and one-time 
loan prints available). 


The Dynamic American City, 26 

min., color, U.S. Chamber of 
Commerce. The story of the 
changes taking place in Ameri- 
can cities—the horsedrawn cart 
gives way to motorization and 
slums surrender to wreckers 
hammers for modernization. 
Reason for congestion, blight 
and trends of central business 
districts shown. What is being 
done in many cities to fight 
deterioration through local ini- 
tiative is pictured. Source: 
Chamber of Commerce — pur- 
chase, $150.00; rental, $15.00 per 
week (rental fee applicable to 
purchase price within two 
weeks). 


Industry’s Decisive Decade, 15 

min., color, Fortune Magazine. 
Semi-animation is used to present 
a market analysis of the 10 year 
outlook of purely industrial goods 
and services (as distinct from 
consumer goods.) Among ques- 
tions asked and answered are: 
Will present high level of indus- 
trial sales be maintained? Why 
are industrial producers con- 
sidered the most crucial segment 
of our economy? How “depres- 
sion-proof” is our economy? etc. 


Also answered is question of 
marketing opportunities for in- 
dustrial producers in long-range 
plans of consumer goods manu- 
facturers. Source: Fortune — 
three-year lease, $275.00 (limited 
number of preview and one-time 
loan prints available.) 


The Jets Are Here, 19 min., color, 

Boeing Airplane Co. Pictures 
the present dawning of jet-age 
commercial aviation. Problems of 
jet service are considered and 
solutions indicated. The jet 
plane’s adaptability to existing 
airport facilities is shown and 
flights from Seattle to Washing- 
ton, D.C. and Los Angeles dram- 
atize jet transport speed. Source: 
Boeing. 


color, Life and Fortune Maga- 
zines. Animation and live action 
are combined to point out to 
manufacturers, processors, and 
retailers of consumer goods that 
increasing population means in- 
creasing demand. Because goods 
resulting from enormous produc- 
tive capacity must be sold, the 
key to continuing prosperity be- 
comes marketing. Underscoring 
middle income families as basis 
for most demand, the film out- 
lines forthcoming opportunities 
for business in images, dollars 
and cents. Available in two forms 
—consumer goods viewpoint and 
industrial goods viewpoint. 





Source: Fortune — purchase, 
$300.00 (limited number of pre- 
view and one-time loan prints 
available). 


People, Profits and You, 25 min., 

color, American Newspaper 
Publishers Assn. Challenge to 
business of a vastly growing pro- 
ductive capacity plus increasing 
population and disposable per- 
sonal income is major theme of 
film. Marketing approaches prov- 
ed successful in today’s highly 
expanded economy and competa- 


tive market featured. Selling 
technique changes and trend 
toward self-service away from 


retail salesmanship and its cor- 
responding burden on pre-selling 
through effective advertising is 
discussed and illustrated. Point 
is made that sales campaigns 
must be geared to present market 
with eye to future growth. 
Source: Bureau of Advertising. 


Ship Best Way, 28 min., color, 

United Air Lines. Dramatizes 
the advantages of using air 
freight in national distribution 
programs. Drawn from case his- 
tories, the action builds around 
a traffic manager whose company 
needs to lower operating expen- 
ses to meet competition. Using 
air freight, the company is able 
to change its distribution pro- 
gram and effect savings. Source: 
United. 


AMERICA AND WORLD MARKETS 


A Changing Liberia, 22'. min., 
color, Firestone Tire and Rub- 
ber Company. Shows the modern 
emergence of Liberia, founded in 
1847 by freed American slaves. 
Liberia is seen as an independ- 
ent, self-governing African state 
where material and cultural liv- 
ing standards are rising rapidly. 
The wealth and security provided 
by the rubber industry is shown 
as a component of Liberia’s polit- 
ical independence, economic im- 
provement and cultural develop- 
ment. How old and new ways 
blend and how the new Liberian 
worker and his family adjust to 
the modern economy’s environ- 
ment is depicted. Rubber repre- 
sents 75% of the country’s export 
but the film also notes the other 
natural resources giving growth 
to Liberia’s export economy. 
Source: Assn. Films. 
Lifelines U.S.A., 26 min., color, 
Committee of American Steam- 
ship Lines. The role of interna- 
tional commerce in the nation’s 
economy and in world relations 
is accented in this documentary 
of U.S. merchant ships and the 
areas they serve. Carrying car- 


goes between ports of call, mer- 
chant seamen and ship owners 
form long links in the lifelines 
of international enterprise. To- 
gether with farmers, factory 
owners, businessmen and others 
who provide goods, services and 
facilities for world trade, the 
merchant shippers, interviewed 
in the film, help maintain and ex- 
pand economies and strengthen 
ties among nations. Source: 
Assn. Films. 
The Living Circle, 13’ min., 
color, United Fruit Company. 
Live photography and animation 
tell this story of North and Cen- 
tral America’s economic interde- 
pendence. Mayan art is used to 
suggest that the decline of the 
Mayan civilization possibly was 
due to isolation from the rest of 
the world. Presented is a circle 
in which: the flow of coffee, ba- 
nanas, abaca, cacao and palm oil 
northward earns money for Latin 
America as well as U.S. enter- 
prise; the flow of U.S. private 
capital into Latin America helps 
the tropical land to prosper and 
modernize; the export of Latin 
American produce and the im- 
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The Living Circle: continued 
port of manufactured goods build 
a better life for Latin Americans. 
Source: Assn. Films. 


Partners in Progress, 19 min., 
color, Sears, Roebuck & Com- 





pany. In scenic Latin America, 
this documentary shows how a 
U.S. retailing company is ex- 
panding operations south of the 
border, how the company meets 
its responsibilities to the host 
countries. Source: Modern. 


FILMS ON ADVERTISING & SELLING 


(Also see Business Screen Lists of Sales Training Films) 


Bradshaw's Billions, 26 min., 
color, Eastman Kodak Com- 
pany. Starring George O’Hanlon, 
alias ‘‘Joe McDoakes,”’ as 
“George Bradshaw,” this educa- 
tional fantasy presents the story 
of various printing processes and 
their application in advertising 
campaigns. The whole concept of 
graphic arts, not exclusively the 
how link between local and na- 
tional advertising works and also 
merits of illustration, is present- 
ed, with stress on photography’s 
role in process, layout, ete. 
Source: Kodak. 
The Direct Mail Story, 16 min., 
color, Reuben H. Donnelley 
Corp. Animated cartoon explains 
mail advertising is created and 
campaigns planned by following 
local mailings. Shows how direct 
how nationally compiled con- 
sumer lists can be refined for 
such a campaign in the mythical 
“Z” Corp. Source: Donnelley or 
Direct Mail Ad. 


The Magic Key, 20 min., color, 

Raphael G. Wolff Studios, Inc. 
Shows the development of adver- 
tising from ancient to modern 
times, then illustrates the rela- 
tionship of American industries 
growth to advertising. It delves 
deeply into specifics of the media 
which focus the wares and ideas 
of manufacturers into the con- 
the distributor and salesman. 


Source: 
$200.00. 


Wolff — purchase, 


The Man Who Built a Better 

Mousetrap, 18% min., color, 
Standard Oil Co. of Indiana. 
Animated cartoon combined with 
live action promotes mass adver- 
tising as an economic concept. 
Shows why mass advertising is 
the fastest and most economical 
means of selling products, serv- 
ices and ideas. Source: Standard. 


SELLING AS A CAREER 
Career Calling, 27 min., Chevro- 

let Div., General Motors. Can- 
did interviews with college stu- 
dents provide a live news quality 
in this timely sales recruitment 
picture. The students’ reasons 
for avoiding the million sales job 
opportunities in today’s economy 
are contrasted with the profes- 
sional viewpoints given by suc- 
cessful salesmen. Several top 
corporation executives who start- 
ed as salesmen also emphasize 
the opportunities. The film is 
narrated by John Daly, tv com- 
mentator. Source: Jam Handy. 


Importance of Selling. 20 min., 

b/w, Encyclopaedia Britannica 
Films, Inc. Illustration of sell- 
ing’s vital role in business, the 
structure of the sales organiza- 
tion, the sales executive’s duties 
and the work of _ salesmen. 
Source: EBF — purchase, $100; 
rental, $4.50. 


INDUSTRIAL PRODUCTION & CONTROL 


Films on Automation, Purchasing, Inflation & Control 


Automation, 84 min., McGraw- 

Hill Book Company. Presented 
by Edward R. Murrow and Fred 
W. Friendly, co-producers of tele- 
vision’s See It Now, this documen- 
tary features a range of view- 
points on the potentials of auto- 
mation. Contrasted are the views 
of a union worker, a college pro- 
fessor and a business executive. 
Appearing are Professor Gordon 
Brown, head of the Department of 
Electrical Engineering, M.I.T., 
and Thomas J. Watson, Jr., presi- 
dent of International Business 
Machines. Included is a report on 
automation in use in several in- 
dustries — automotive, aviation, 
baking, electronics, oil refining, 
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plastics, television, steel. A Rus- 
sian application is shown. Source: 
McGraw-Hill— purchase, $275.00 
per print. 


Industrial Purchasing, 21 min., 

color, b/w, Encyclopaedia Bri- 
tannica Films, Inc. A review of 
the function of a purchasing di- 
rector which depicts the neces- 
sity for teamwork between pur- 
chasing and other departments. 
Source: EBF — purchase, color, 


Inflation In Business, 36 min., 
color, Arthur Andersen & Co. 
Deals with problems concerning 
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FILMS FOR MANAGEMENT 


Inflation in Business: continued 
allowances for depreciation—as 
affected by accounting theory 
and income tax law; inflation’s 


effect on a company’s profit. 
Source: Andersen. 
Numerical Control, Industry’s 


Advanced Production Method, 
21 min., color, Boeing Airplane 
Co. Planned for technical and 
laymen audiences, this film ex- 
plains the numerical control 


method of automatically machin- 
ing comp!ex parts, using punched 
or magnetic tape for electronic 
direction of all cutting opera- 
tions. The processing of a typical 
part is detailed: original engi- 
neering drawings, how cutter 
paths are plotted, calculation of 
their three-dimensional descrip- 
tions, translating the description 
into tape commands via elec- 
tronic computers, and the actual 
machining operations. Source: 
Boeing. 


REPORTS ON INDUSTRIAL RESEARCH 


The Constant Quest, 28 min., 

color, Gulf Oil Corporation. In- 
dustrial research is exemplified in 
this study of the scope of opera- 
tions at Gulf Oil Corporation’s 
research center at Harmarville, 
Pennsylvania. Depicted is the 
constant quest by more than 1,500 
employees who do research in 
many areas of the oil industry. 
This research ranges from new 
insecticides to nuclear science, 
it develops an airborne mag- 
netometer for oil exploration, a 
“profile printer” which cuts oil 
hunting costs, “In-situ combus- 
tion,” which uses fire to recover 
oil. Source: Gulf Oil. 


Man On the Land, 16 min., color, 
American Petroleum Institute. 
Animated cartoon tells story of 


SOURCES OF 
Andersen — Arthur Andersen & 
Co., 67 Broad St., New York 
city. 
Assn. Films—aAssociation Films, 
Inc., Four Offices: Broad at 
Elm, Ridgefield, N.J.; 561 Hill- 
grove Ave., La Grange, Ill.; 1108 
Jackson St., Dallas 2, Tex.; 799 
Stevenson St., San Francisco 3, 
Calif. 
Bell—The Bell System: AT & T 
Co., 195 Broadway, New York 
7, and local Bell Telephone Co. 
general managers and pr depts. 
Boeing — Boeing Airplane Co., 
Box 1179, Post Office Box 3707, 
Seattle 24, Wash. 
Bureau of Advertising — Ameri- 
can Newspaper’ Publishers 
Assn., 485 Lexington Ave., New 
York 17, or regional offices in 
Chicago, Detroit, Los Angeles, 
San Francisco. 
Bureau C—Bureau of Communi- 
cation Research, 26 W. 25th 
Street, New York City. 
Direct Mail Ad—Direct Mail Ad- 
vertising Assn., 381 Fourth 
Ave., New York 16. 


FREE 


man’s search for power to pro- 
duce greater abundance, and for 
freedom to live in peace and 
enjoy the fruits of his labor. 
Traces development of farming 
since cave man and dramatizes 
the production revolution that 
has made American agriculture 
our biggest business today. Film 
looks to the future, with its rich 
promise of plenty for all. Source: 
Modern. 


A Story of Research, 19 min., 

color, E. 1. du Pont de Nemours 
& Co., Inc. A resume of the types, 
purposes and techniques of re- 
search, highlighting teamwork. 
The film examines various as- 
pects of a research project, how 
it is conducted, how research af- 
fects our lives. Source: Du Pont. 


LOAN FILMS 


Donnelley—Reuben H. Donnelley 
Corp., 350 E. 22nd Street, Chi- 
cago. 
Du Pont—FE. I. du Pont de Ne- 
mours & Co., Inc., Advertising 
Dept., Wilmington 98, Del. 
D-X Sunray—D-X Sunray Oil 
Company Advertising Dept., 
Box 381, Tulsa, Okla. 
GM — General Motors Corp. — 
Three Offices: Western States 
—GM Corp., 508 First Western 
Bank Bldg., 405 Montgomery St., 
San Francisco 4, Calif. N. Y. City 
Parcel Post Zone 1 and Long 
Island—GM Corp., Public Rela- 
tions Staff—Film Library 1°75 
Broadway, New York 19. I] 
other states and part of .Y. 
State not included in above-—-GM 
Corp., Film Library, GM Bldg 
Detroit 2, Mich. 
Goodyear—Goodyear Tire & ! 





ber Co., Audio-Visual 
Akron, Ohio; Motion ! ire 
Dept., Los Angeles, Ca! 
Gulf Oil—Gulf Oil Ce Room 
1300, Gulf Bldg., tsburgh 
19, Pa. (Cont’d on next page) 
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FILMS FOR MANAGEMENT 


SOURCES OF 
Jam Handy—The Jam Handy Or- 
ganization, Ine. Five Offices 
1775 Broadway, New York 19; 
310 Talbott Bldg., Dayton 2, 
Ohio; 230 N. Michigan Ave., Chi 
cago 1; 2821 E. Grand Blvd., De- 
troit 11, Mich.; 1402 N. 
wood Pl., Hollywood 28, Calif 


Ridge 


Kodak Eastman Kodak Con 
pany, Sales Dept 4 Rochester 

N. Y. 

McCormick 


McCormick & Con 
pany, Inc., Baltimore 2, Md. 
McKesson— McKesson & Robbins, 
Inc., 155 E. 44th Street, New 
York 17. 
Metropolitan—Metropolitan Life 
Insurance Company, 1 Madison 
Ave., New York 10. 
Modern— Modern Talking Picture 
Service, Inc. Five Main Offices: 
3 E. 54th St., New York 22; 210 
Grant St., Pittsburgh 19, Pa.; 
1224 Maccabees Bldg., Detroit 2, 
Mich.; Prudential Plaza, Chicago 
1; 613 Flower St., Los Angeles 
17, Calif. (23 other distributing 
libraries in major U.S. cities 
see phone book for local source. 


FILM RENTAL &€ PI 


AAAA—American Assn. of Ad- 
vertising Agencies, 420 


ington Ave., New York 17 
AMA American Management 
Association, Visual Ed. Dept., 
1515 Broadway, New York 34. 
ANA Association of National 
Advertisers, Inc., 155 E. 44th 
St.. New York 17. 


Lex- 


Chamber of Commerce—C hambe) 
of Commerce of the United 
States, Audio-Visual Service 
Dept., 1615 H Street, N.W., 
Washington 6, D.C. 
EBF—Encyclopaedia 
Films, Ine., 1150 
Ave., Wilmette, III. 


Britannica 
Wilmette 


Employers Employers Labor 

Relations Information Commit- 
tee, Inc., 33 East 48th St., New 
York 17, N.Y 


Fortune—Fortune Films, 9 


Rockefeller Plaza, N.Y. 20. 





FREE 


LOAN FILMS 
Mutue!—Mutual Benefit Life In- 
surance Co., 520 Broad Street, 
Newark 2, N.J. 
NAM National Association of 
Manufacturers, Film Bureau, 
2 East 48th Street, New York 17. 
Also from regional offices in At- 
lanta, Boston, Chicago, Detroit, 
Houston, Los Angeies, Minneap- 
lis, Pittsburgh, Portland, St. 
Louis and San Francisco.) 
Remington Remington Rand 
Div., Sperry Rand Corp., Vis- 
ual Aids Dept., 315 Fourth Ave., 
New York 10, and local offices. 


Standard—Standard Oil Co. (of 
Ind.), Advertising Dept.. 990 
S. Michigan Ave., Chicage 
Sterling—Sterling-Movies U.S.A., 
13 West 61st Street, New York. 
Union Pacific — Union Pacific 
Railroad, Motion Picture Bu- 
reau, 1416 Dodge Street, Omaha 
2, Nebraska. 
United—United Air Lines, 36 8. 
Wabash Ave., Chicago 3. 


Woodward—W oodward Governor 
Co., Rockford, Il. 


TRCHASE SOURCES 


Ideal—Ideal Pictures, Inc., 58 
East South Water St., Chicago. 
McGraw McGraw-Hill Book 
Company, Text-Film Dept., 330 
West 42nd St., New York 36. 
Mogensen—Allan H. Mogensen, 
15 West 10th Street, N.Y. 11. 
McMurry MeMurry-Gold Pro- 
ductions, 139 South Beverly 
Drive, Beverly Hills, Calif. 
NEP—National 
gram, R15 
Searcy, Ark. 
NTL—National Training Labor- 
atories, 51 Madison Ave., New 
York 10. 


Education Pro- 
Center Street, 


Pat Dowling—Pat Dowling Pic- 
tures, 1056 S. Robertson Blvd., 

Los Angeles 35, Calif. 

Strauss & Co., 
53rd St., New 


Strauss—Henry 
Inc., 31 West 

York 19, N. Y. 

Wolff—Raphael G. Wolff Studios, 


Inc., 5631 Hollywood Blvd., 
Hollywood 28, Calif. 
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Editor's Note: This list will be 
available in reprint form at 25c 
a copy. Write Business Screen, 
Chicago 26, Illinois. 


Exhihits at Bente 


(CONTINUED FROM PAGE 39) 
But subjects which feature more 
or less static material such as a 
loop on education and one on 
architecture are not appealing in 
spite of interesting effects gained 
by editing. 

Problem of Small Screens 

Other subjects which feature 
landscapes and beautiful pictorial 
compositions are not as effective 
here as when projected on a stand- 
ard large screen. The relatively 
small screen required for continu- 
ous rear screen projection is not 
an effective means of exhibition 
for this subject matter. Generally, 
the long panoramic shots are inap- 
propriate, and conversely there 
cannot be too many closeups. 

Originally the “loop films” were 
projected in clumsy, cone-shaped 
boxes mounted on a metal pillar 
and so located that the center of 
the screen was 614 feet from the 
floor. Each installation was a sep- 
arate unit and was located alone 
or in small groups throughout the 
pavilion with little consideration 
for light conditions. Accordingly, 
at least half of the screens were 
bleached out by exterior light fall- 
ing upon them most of the day. 
Furthermore, the sharp low cor- 
ners of these contraptions were so 
located that a number of visitors 
suffered head cuts from inadver- 
tently backing into them. 

Installations Are Improved 

The installations are now 
changed and improved. The new 
units are so designed that their 
screens are at eye level. And deep 
light baffles prevent an excessive 
fall of extraneous light on the view- 
ing screen. Further, partitions have 
been constructed so that groups of 
these units can play together in a 
semi-enclosed area. Their effec- 
tiveness is magnified considerably. 

But greater improvements could 
have been made, had there been 
time and funds for experimenta- 
tion. One has only to visit the 
British Pavilion where the design- 
ers planned in advance for the in- 
clusion of a similar exhibit to see 
what can be done. Our films are 
better; yet they are not as effective 
as a bank of 23 British “loop 
films” dramatically presented in a 
specially prepared area. 

A third film exhibit of major 
importance is the documentary 
film program which has a broad 
and impressive representation in 
the U.S. theatre adjacent to the 
pavilion. Here film programs are 
scheduled for late morning, after- 
noon and evening showing when- 


ever the requirements of the “live” 
Performing Arts programs give 


free time. 
Over sixty subjects including 
hour-long TV_ kinescopes were 


shipped to Brussels for inclusion 
in this program. The films were 
originally divided into seven cate- 
gories and eleven programs—each 
approximately 1! hours in length. 

The categories included: “Peo- 
ple and Places”, “Sports and Pas- 
times”, “Science and Industry”, 
“The Arts”, “Americana”, “The 
Documentary Classics” and “Med- 
icine’. A committee was appointed 
to select the individual titles and 
develop programs. Besides the 
writer, committee members were: 
Arthur Knight, film critic and au- 
thor; George Stoney, president of 
Potomac Films, Inc.; Richard Grif- 
fiths, the Museum of Modern Art; 
and William Pain, Life Magazine. 

The Barrier of Languages 

The selection of subjects was 
made difficult by the necessity of 
choosing films which were mean- 
ingful without full comprehension 
of the spoken word: The films are 
projected only in English. But brief 
resumes of each subject, recorded 
in French and Flemish, are played 
to the audience before each film. 

Unfortunately, this language 
barrier precluded consideration of 
many superb and desirable sub- 
jects—for example, some of the 
fine films on human relations pro- 
duced by Henry Strauss and Affili- 
ated Film Producers. It also made 
it impossible to submit kinescopes 
of some of our outstanding live 
TV dramatic shows for which there 
have been many requests. 

But in practice, the programs se- 
lected and developed before the 
Fair opened have been only par- 
tially successful. Every subject has 
been played at least once before 
a good house and has been evalu- 
ated. On the basis of this, Mr. 
Andre Gregory, assistant to Jean 
Dalrymple, is developing new pro- 
grams which are increasingly suc- 
cessful. It is expected that the film 
program will attract an average of 
three thousand visitors a day into 
the theatre. 

Due to the transitory nature of 
the audience, long and/or slow- 
moving subjects do not display 
holding power. Neither, apparent- 
ly, do lengthy “nuts and bolts” 
films no matter how artfully done. 
But such totally dissimilar films as 
Esso’s Energetically Yours, the 
classic Window Cleaner, In the Be- 
ginning, Echo of An Era and Helen 
Keller In Her Story have become 
staples of the documentary pro- 
gram. Vd’ 
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in Quality Sound Slidefilm Equipment 


+++ THE McCLURE “PICTUREPHONE” 
Has a New Corporate Name : + + 


McCLURE PROJECTORS, inc. 





(but the same dependable, economical and 


high quality machines now used by thousands) 


— now manufactured and serviced by — 
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vy Dramatizations vy Visualizations 


yy Presentations yy Motion Pictures vy Slidefilms yy Training Assistance 





